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Rough Proofs 


Convicts at Alcatraz, according to 
The Saturday Evening Post, are not 
allowed to buy advertised brands of 
cigarets, but may purchase the gov- 
ernment variety. 

If government-issue tobacco is no 
petter than other G-I products, this 
classifies as crue] and unusual pun- 
ishment. 

= + = 

Almost any of the lads on Alca- 
traz would be glad to walk a mile 
for a Camel. 


, - F 

The Sinel report found that a run- 
ning head at the top of a magazine 
page competes with the message be- 
low for attention. 

Thus advertising men now make 
the discovery on which editors be- 
gan to act a good many years ago. 


vewey 
The flood of technical criticism of 
advertising copy must make many 
advertisers feel pretty bad. 
Many of these campaigns 
only the single virtue—that 
were successful. 


boast 
they 


+ VF F 
It is to be hoped that the critics 
don’t find themselves in the position 
of the radio m. c. who learned that 
the fellow who submitted the ques- 
tion had also provided the wrong 
answer. 
vvwey 
“What’s the idea, Mister? These 
drain pipes don’t clog up any more.” 
“Tivat's "cause I use Mennen brush- 
less for shaving—it’s a cream, not a 
grease,” 
Best electric razor ad of the week? 


vgy¥$eeey’ 

The same fellow who used to walk 
out of a vaudeville show when the 
ventriloquist came on now shushes 
the entire family when they venture 
a remark in the midst of the Charley 
McCarthy program. 


. ? F 
However, Bergen’s talents cannot 
be truly appreciated by anyone who 
has never seen his Adam’s apple in 
the throes of making Charley artic- 
ulate, 
This is the nearest thing to labor 
pains yet achieved by a male. 
v y v 
“Nearly 10,000 upstanding Ameri- 
can men and women wear this but- 
ton and are prouder of it than the 
finest jewel.” 
Nowadays, most workers prefer so- 
cial security. 
7 FF F 
The lamentations of the artists 
who were shoved out of the adver- 
tising scene by the vogue of photo- 
staphs have been stilled, only to be 
Succeeded by wails of typographers 
temporarily eclipsed by the popular- 
ity of hand lettering for text as well 
a8 headlines. 


> 3 - 
For unobtrusive delivery of the 
Message, however, there is still. no 


substitute for type. 


~~ w= F 
“You may find it cheaper to re- 
dlace your old car than to repair 
and re-paint.” 
Too many do. 


7, VV F 
That inmate of the Illinois insane 
‘sylum who made his escape the 
— night should be located without 
ificulty. He will be found in the 
advertising department of a manu- 
turer of technical products—writ- 


‘Ng instruction booklets for the 
Suidance of ingenuous buyers. 
Copy Cus. 


RADIO INDUSTRY 
IS UNANIMOUS ON 


REORGANIZATION 


Adoption of Plan Highlights 
Conclave; Seek President 


Ethridge NAB President 

Washington, D. C., Feb. 18.—Mark 
Ethridge, WHAS, Louisville, today 
was appointed temporary NAB presi- 
dent and Philip Loucks was named 
Washington representative. 


(Additional pictures and stories of 
the NAB convention appear on pages 
18, 35, 37 and 39.) 


By FLOYD MILLER 
Washington, Feb. 17.—With a 
unanimity born partly of resentment 
against the past ineffectiveness of 
their trade association and partly 
through fear of more stringent gov- 
ernmental regulation, the largest 
group of radio men ever to assemble 
voted drastic reorganization of the 
National Association of Broadcast- 
ers here this week. The vote, which 
will mean the complete remaking of 
the association, climaxed the 16th 
annual convention of the NAB at 
Hotel Willard. 
The “new NAB” provides for a sal- 
aried president with a staff of six 
(Continued on Page 36) 


Five Agencies 
Collaborate in 
Used Car Drive 


(Picture on Page 35) 

Detroit, Feb. 17.—Five agencies 
were in a huddle here this week put- 
ting the finishing touches on the $1,- 
000,000 used car campaign which 
breaks March 5 and runs to March 
12. With N. W. Ayer & Son actu- 
ally responsible, Campbell-Ewald, 
J. Stirling Getchell, Young & Rubi- 
cam and Brooke, Smith & French 
were putting in as many ideas in 
behalf of their respective clients in 
the motor car field. 

A survey by Chevrolet made pub- 
lic today indicated that there are 
29,000,000 car owners in this coun- 
try, with 10,000,000 of them never 
having bought a new car. 

The Pontiac motor division of 
General Motors is releasing a new 
newspaper and magazine campaign 
designed to capitalize on public in- 
terest in its gear shift lever on the 
wheel. While this feature is being 
offered by a number of manufac- 
turers, Pontiac is one of the first to 
revolve an entire campaign around 
the new gadget. Copy will stress 
the low price, $10, and salient differ- 
ences in it and competitive shifts. 
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GOVERNMENT'S VIEWS 


This important trio gave the NAB mem- 
bers the government's views: H. A. La- 
font, former FCC commissioner; Sena- 


tor Burton K. Wheeler, and FCC Chair- | 
man Frank R. McNinch. 


Sloan’s Million to Take 
Guessing Out of Buying 


By IRWIN ROBINSON 

New York, Feb. 17.—Creation of a 
more intelligent buying attitude on 
the part of consumers has been set 
down as a major objective of the new 
National Institute for Consumer Edu- 
cation financed 
by the Alfred 
P. Sloan Foun- 
dation, Ince., 
and scheduled 
to open next 
fall at Stephens 
College, Colum- 
bia, Mo. With 
the income 
from $1,000,000 
annually avail- 
adie for ics use, 
the project will 
mark the most 
extensive effort 
yet launched 
to gather and 
interpret to the 
public all avail- 
able facts on all phases of consumer 
questions. 

The institute has no intention of 
raising the cry of “caveat emptor,” 
Harold S. Sloan, foundation director, 
and Dr. John M. Cassels, head of the 
institute, told ApverRTISING AGE today. 
On the contrary, they pointed out, it 
is hoped that by instilling a more in- 
telligent attitude in the consumer re- 
liable industry will be benefitted. 

“Today when the consumer buys, 
it is largely a matter of intuitive 
guesswork,” said Dr. Cassels, for- 
merly professor of economics at Har- 
vard University. “The secretary of 
the family treasury feels his way 
around, ignorant of what proportion 
of his income should be spent on 
rent, on luxuries, on food and 


A. P. Sloan, Jr. 


i nest. 


Filibuster Delays Lea 
Bill Action; Vote Near 


i on 
on the 


Feb. 17.—| 
conference 


Washington, 
Senate action 


report on the Lea bill to regulate 


advertising has been delayed by a| 
filibuster, with indications point- 
ing to action next week. The 
| House ee the conference re- 


clothes, to give his family the great- 
est satisfaction. 

“Clues which the institute hopes 
to uncover for him in the economic 
maze are the answers to such ques- 
tions as these: What benefit is ad- 
vertising’ to the consumer? How 
can he learn to interpret it? Is it 
a detriment or help to good budget- 
ing? What is the relation of selling 
costs to the economies of large-scale 
operation? What are the relevant 
facts regarding price-fixing? Are 
chain stores an efficient distributive 
machine? 


“A recent editorial in ApvertisinG 
AGE, answering the question of what 
ig a good advertisement. said 


port last week, as reported in Ap- 
VERTISING AGE. 

Senator Copeland, unreconciled to 
many measures of the Lea bill, plans 
a lengthy verbal attack against it 
next week, ADVERTISING AGE learned. 
Senator Wheeler, however, expressed 
belief that the bill will be passed. 


Bill Virtually Unchanged 


The bill in its revised form is vir- 
tually that reported in ApDVERTISING 
Ace of Jan. 17. The measure pro- 
hibits dissemination of any false ad- 
vertisement and fixes a penalty of a 
maximum fine of $5,000, six months 
imprisonment, or both, for a first 
offense. The penalties are doubled 
for subsequent infraction. 

The bill lays entire responsibility 
upon the advertiser, both agency and 
media being relieved from liability 
provided they co-operate in giving the 
Federal Trade Commission facts 
about the identity of the advertiser. 

Under the _ bill, false advertise- 
ment means “an advertisement, other 
than labeling, which is misleading in 
a material respect.” 


G-E to War on Moths 
New York, Feb. 17.—General Elec- 
tric Company will “declare war on 


‘it is; motbs” this s»ring, breaking a.com" | 


the ohne which gives “he advertiser | sumer campaign fn 22 national maga- 


the results he is looking for.” We 
ask what is a good advertisement as 
seen from the consumer’s crow’s 


“We have no black-and-white opin- 
ions. What we want the institute to 
do is to give the consumer a bal- 
anced picture of himself, both as an 


(Continued on Page 36) 


zines and several Sunday newspaper 
supplements. The advertising will 
advocate use of G-E electric clean- 
ers for spraying upholstered furni- 
ture, rugs and fabrics with Larvex, 
a liquid made for this purpose by 
the Zonite Products Corporation, ac- 
cording to full plans disclosed here 
today. 


Pevsonnel Men Eye Advertising 
To Win Better Employe Relations 


Chicago, Feb. 17.—The_  increas- 
ingly broad role of advertising as a 
power in the development of mod- 
ernized employe relations programs 
was brought into focus this week as 
the personnel division of the Amer- 
ican Management Association met 
here with the expressed purpose of 
finding readjustments to end indus- 
trial strife. 

While referred to but briefly in 


Last Minute News Flashes 


Old Gold Contest Results to Be Revealed This Week 


New York, Feb. 18.—Long-awaited results of the second $250,000 Old 
within a few days,” executives of P. Loril- 


Gold contest will be revealed * 
lard Company announced today. 


Hoover Launches National Sale of $39.75 Model 


Chicago, Feb. 18.—Following successful introduction in 10 test cities 
of Norea, a new cleaner of the Hoover Company, priced at $39.75 “over the 
D. K. Colvin, Hoover advertising manager, 
national distribution will be sought immediately. The Hoover has always 


counter,” 


been distributed by direct sales. 


Reo Places Account with Geer-Murray Company 


Lansing, Mich., Feb. 18.-Reo Motor Car Company today placed its 
advertising account with Geer-Murray Company 


immediately. 


Robel Heads Agency’s New Export Department 


18.—John G. Robel has resigned from the Frank Pres- 
brey Company to join Evans Associates, Inc. 


Chicago, Feb. 


ated export department. 
Waukesha, Wis., 
irrangement. 


Robert A. Murray is account executive. 


Advertising of Waukesha Motor Company, 
will be handled by Evans 


today announced 


, Oshkosh, Wis., effective 


, in charge of its newly cre- 


Associates under the new 


convention sessions, comments of 
conference leaders and other indus- 
try spokesmen to ADVERTISING AGE 
gave every indication that advertis- 
ing in both new and already ex- 
ploited forms will be a future prov- 
ince of the personnel director as 
well as the company advertising 
manager. 

Advertising, it was pointed out, 
can be effective in several fashions 
when aimed either directly or in- 
directly at employes. Its functions 
will include: 


List Three Points 


1. “Selling” the employe on the 
integrity of the company for which 
he works. This type of copy can be 
directed at the general public as well 
as the employe. 

2. Bringing the employe a clearer, 
more graphic understanding of cor- 
porate problems and of the com- 
pany’s balance sheet. 

3. Explaining to the employe the 
reasons back of any broad change in 
corporate policy. 

Harvey G. Ellerd, director of per- 
sonnel, Armour & Co., who presided 
at one of the conference sessions, 
told ADVERTISING AGE that the per- 
sonnel manager’s job today holds a 
dual responsibility. Not only must 
he present and “sell” the employer 
to his.employes, Mr. Ellerd said, but 
he must also interpret and transmit 
to management the beliefs and de- 
sires of employes. 

House organs have so far proved 

(Continued on Page 37) 
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Release First ) MILLION PLUS 


Shot in ANPA | | 


Bureau Drive COVERAGE FOR | 
ar ae eae | Tn! Oat 


ANPA Bureau of Advertising today 
fired the first shot in its expansion 
campaign, with the object of enlist- 
ing the co-operation of every news- 
paper in the country to meet the 
thrusts of competing media and sell 
more national newspaper advertising. 


Holl Reveals Results of 
‘God's Country” Insertion 


Line Up New Members By HARRY E. SHUBART 


Chicago, Feb. 17.—The story of 
institutional copy which won a 
“plus” circulation of approximately 
two million copies on top of the 
original distribution from the pub- 
lication in which it appeared, was 
told by Julius Holl, advertising man- 
ager of Link-Belt Company, in an 
interview today. 

The copy was titled “God's Coun- 
try,” second in a series designed to 
tell the public the story of machin- 


The keynote in the concerted drive 
was sounded in release of an impos- 
ing presentation entitled, “The Road 
Ahead for Newspapers,” to. state 
“captains,” who have been designated 
to approach non-member newspapers 
in their respective states to enlist 
their support. In addition, publish- 
ers’ representatives and member news- 
papers will also assist in lining up 
new members by outlining the op- 
portunity for more business that is 


expected to result from the drive. | ery on behalf of all industry. It ap- 
Monthly membership dues in the|peared in the Dec. 25 issue of 


bureau have been set at the price of 
a 200-line advertisement in each 


Collier’s, some business papers and 
was enclosed with the November is- 
sue of “Link-Belt News.” The next 


newspaper at the minimum national 
rate. 


insertion will appear in the March 5 
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©—American Map Company, Inc. 


Scattered over the country are 27 Troys. Some 
are pleasant rural places, others bustling manufac- 
turing towns. “Only one of them is big," says a 
prominent business magazine,* “but, together, what 
a market they make!" 


Yes, and what a market that BIG Troy—Troy, 
New York,—makes! 


Perhaps that BIG Troy is a greater sales source for 
your products than you estimate: within the 4-mile 
radius of its A. B. C. City Zone lie Watervliet, 
Green Island, Cohoes and Waterford, giving it a 
total population of 119,324, an annual grocery bill 
of $11,356,000, more than 24,000 passenger autos, 
total retail sales in excess of $38,896,000 yearly. 


And what a market THIS makes of Troy!—Blanket 
coverage is only |2c a line because The Record 
Newspapers, the city's sole dailies, reach ‘‘every- 
body." Troy is the Empire State's lowest cost 
major market. 


*Name on request. 


issue of Collier’s and March “Link- | 


Belt News.” 

In the belief that machinery and 
its manifold labor-aiding devices are 
essential to our present day civiliza- 
tion, the campaign was conceived 
by Alfred Kauffman, Link - Belt 
president. He had just returned from 
a study of European conditions. It 
was the beginning of the recession. 
In the background was the depres- 
sion and the birth of a “technocracy” 
sentiment. 


Finds Industry Abused 
Mr. 


Kauffmann felt that the ma- 
chinery builder was doing a noble 
work and _ that 

he should not 

be abused _ for 

his efforts. He | 

felt further the 


graphic contrast 
between  condi- 
tions in this 
country with its 
mechanical  ad- 
vances and 
those of Europe. 

Homer Mc- 
Kee, Erwin, 
Wasey vice- 
president and 
account executive. was called in to 
do the copy job, and he faced these 
conditions placed by Mr. Kauffmann 


Alfred Kauffmann 


Only One of Them Is BIG 


32,645 A. B. C. 
Sept., 1937, Audit 


Overture Bic! 


THE RECORD NEWSPA 


oe 


_ EVENING 
fee 


J. A. Viger, 
Advertising Manager 


believe it? Ft SHOW you!” 
en storted, 
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With aff bis mathematics, dad Buctid 
| ever fgure wat the dihedral angle of an 
| airplane? With all his wisdom, could R 
Sdomon flip & switch and tura mid- 
aight inte day, or tent a knob and Labor, glorified! 
hear a whieper from the other side of 


the world) Well veung America Mas! 


TRANSLATES MACHINERY TO THE PUBLIC 


their tuft) shacks 


we turned the heavy 


vale: Liseng standards abowe and 


hesewnd the wildest imagining: of man! 


panded by mae productlon, inte one 


eteat proiteged class! 


SEE ee 
we 


. 
, 
..TEN THOUSAND YEARS OLD 
fut wae ail! th ev hanisel-ounded ster! cermforced wwial sv etem, tow tout 
Hey. Dad! Come ‘ere quack! tthe: -bavers of ours get onto our Labure and somnd for ane man oF citeu Tore 
Lead WU ELY! Don you todos cont our factortes ond start doing ever to topple over. 
a0 " “ 
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at his work bench, dhere Wa brightecs ou 
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eoonomists, the diplomam read fmind over mattcr. Early in the game, America of tomorrow in his hands 
the future of Aan rica ta the eves of thet we realited that mwheel doen't ger hie furere is juss a beauciéul, t 
‘ ie j ret . ‘4 
b 4 sour. For, packed herween bis — Ihot at's plain stupid te de . 
ww re wT ee F tired thers plan apd eo anys powered plone perfecdy engineers 
ears is the wisdom of the ages. In bis thing with wour homds that sou can de perfectly built — full of gas and r 
tes uw) stl of yas and reas 
brief span he has be or Hace brett Teaper an er nth vo 
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LINK BELT, for one, en's afeaid + 


work over to ma- ride with him. 


hinery, aad sat down te THINK 


LINK-BELT COMPANY 


whole nation, ex 
Fiundlins Maw i 
camaso «+ 
™!’ 


(UIANAPOLIS © PRK ABEL PHA 
And. wathal, « araN Gace OP acctis o 


This copy, third in the Link-Belt Company institutional series, will appear in the 
March 5 issue of Collier's. 


on the copy: 1. It must lift a voice 
in favor of machinery manufacturers 
of the nation. 2. It must not men- 


tion any Link-Belt product. 3. It 
must not eulogize Link-Belt. 

“As soon as one of these rules is 
broken,” said Mr. Kauffmann, “the 
campaign is over.” It was being 
financed by money entirely addi- 


tional to the company’s regular ad- 
vertising appropriation. 

Within these bounds, Mr. McKee 
wrote the first advertisement titled 
“After All ...Is Machinery a Good 
Thing,” and, later, the “God’s Coun- 
try” copy, reproduced in ADVERTISING 
AGr of Nov. 29. Mr. Holl revealed 
that some advertising men who had 
seen reprints of the copy said it 
would prove to be a waste of money. 
It would not sell goods. It would not 
|help Link-Belt even institutionally 
| because it was going to consumers, 
in a consumer publication, 


largely, 
not to the company’s industrial cus- 
/tomers., 


The copy was presented. Immedi- 


jately results were manifested. Let- 
iters poured in 
ito Link - Belt’s 
| Chicago offices 
land into all of 
| its branches. 
|The letters 
came from pres- 
| idents of the 
nation’s biggest 


companies, 
names that 
sound like the 
business blue 
book. 

“But, perhaps 
more impor- 
tant.” said Mr. Holl, “thousands of 
letters came in from mothers, from 
clerks, from wrestlers, doctors, law- 
yers, judges, congressmen and gov- 
jernment officials. Clergymen wrote 
in by the scores. We had faith in the 
copy and the idea but, frankly, were 
more than gratified with the wave 
of enthusiastic approval. 

“Then came requests from other 
companies which wanted to circulate 
the copy among salesmen and plant 
workers,” added Mr. Holl. “Twenty- 
five thousand reprints were supplied 
before general permission to reprint 
was granted. This permission was re- 
quested by more than 50 publications 
of various types, the estimate of their 
circulation being half a million. 
Salesmen reported seeing the adver- 
tisement posted on bulletin boards of 
plants, framed in _ offices, inserted 
under glass tops of desks, and one 
office reported finding the message 
posted at the entrance of mines in 
the Western territory.” 

An interesting sidelight to the 


Julius Holl 


“results” of the copy was given by 
Mr. Holl in a report that one uni- 
versity professor with known “pink” 
leanings held up the copy before his 
class as an example of “nice indus- 
try propaganda,” but the thousands 
of letters from laymen indicated that 
the general public which saw the 
copy found no need to take it with 
a grain of salt. 


Flood of Good Will 


“Actually,” said Mr. Holl, “our 
original critics may have been right. 
We didn’t sell any machinery from 
the copy. That was not its particular 
purpose. But we feel the good will 
already achieved is of immeasurable 
value and we expect the future copy 
will enhance this value.” 

Mr. McKee, who wrote the copy, 
feels this piece crowns what he 
modestly terms a “pretty fair’ copy- 
writing background. 

He said this, sitting back in his 
old swivel chair with a_ portable 
typewriter on his knees, banging out 
copy for a future part of the cam- 
paign which will read something 
like this: 

“In the beginning the puniest of 
all the animals was man. The fish 
outswam him. The deer outran 
him. The lions and the tigers bul- 
lied him. He was the cry-baby of 
the jungle. But he did have one 
slight edge—he, alone, could think. 
And with that single advantage, he 
put all the rest of them in the 
g00, .." 


Is the busy, active 
Macon area a bright 
spot on your sales 
map? Fine! Just keep 
up your advertising 
in the notably influ- 
ential 


MACON 
GEORGIA 
TELEGRAPH 


and NEWS 


Representatives: 
THE BRANHAM COMPANY 
——— 
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N IMPORTANT ANNOUNCEMENT 


of interest 


selling the drug field 
will be made by 
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| 
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AMERICAN DRUGGIST 


in this publication, 


in the issue of 


FEBRUARY 28 
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ADVERTISERS IN 
MASS ATTACK ON 
TRADE-MARK LAW 


Trenton, N. J., Feb. 16.—-National 
advertisers, agencies and newspaper 
publishers joined this week in pre- 
senting a solid front in 
tion of a proposed New Jersey ordi- 
nance that would levy an annual 
tax of $10 on every trade-mark 
used in business in this state. Op- 
position to the measure was. ex- 
pressed in appearances before a sen- 
ate committee of representatives of 
16 trade associations, including the 
Association of National Advertisers, 
American Association of 


sociation, Associated Grocery Manu- 
facturers of America, U. S. 
Mark Association and several cham- 
bers of commerce and local manu- 
facturers’ groups. 


Expressing its utter opposition to | 


the bill, known as Senate 61, the 
ANA pointed out that “if this, or any 
other bill containing similar provi- 
sions, is made a law, it will not only 


condemna- | 


Advertis- | 
ing Agencies, New Jersey Press As- | 


Trade | 


be grossly unfair to manufacturers 
but distinctly inimical to the inter- 
ests of the citizens of New Jersey.” 


Give ANA Stand 

“The only defense we have seen 
of this type of bill is that it would 
produce revenue,” the ANA declared. 
“The only proponents we have ever 
heard of have been commercial or- 
ganizations whose business it is to 
|register trade-marks for a fee and 
business, by the passage of 
a bill, would be materially in- 
| creased.” 
The Association of the Bar of the 
| City of New York, the ANA contin- 
jued, has disapproved bills of this 
same type on the grounds that they, 
|}in effect, discard the common law 
‘under which trade-marks are cre- 
jated in favor of a system of trade- 
| mark piracy at the hands of un- 
} scrupulous who see a 
|chance for private gain. Enactment 
jof such a law, the ANA argued, 
| would put manufacturers to unnec- 
jessary expense, adversely affect the 
{normal flow of goods, cause a loss 
‘of public contidence in trade-marked 
products, open the black- 
mail, and inspire other states to fol- 


| whose 
| such 


persons 


door for 


| 

jlow New Jersey’s lead and pass 
| similar laws which would raise the 
lcost of doing business and conse- 


quently prices to the consumer. 
| The U. S. Trade Mark Associa- | 


— es 


tion declared that the sweeping im- 
plications of the measure would 
work a hardship not only on large 
corporations but on every type of 
small retail enterprise as well. Busi 
ness’ interests cannot be segregated 
from consumer interest, it said, and 
decreased consumption that would 


inevitably follow substantial boosts | 
in prices, as the result of the bill, | 
“would actually spread the very un- | 
employment this tax is designed to 
relieve.” The association denied the 
assertions contained in an anony-| 
mous memorandum distributed to 
legislators at the time the bill was 
introduced, that the measure is 
wanted by trade-mark owners, that 
it is necessary to protect the con- 
sumer, and that the law would be 
constitutional. 

No one appeared at the hearing 
in favor of the bill, and observers 
expressed the belief that the pro- 
posal would either die in commit- 
tee or be reported unfavorably. 


Art Directors of 
Chicago Plan Show 


Advertising art of the future will 
be part of a three-point show 
planned by the Art Directors Club 
of Chicago, March 7-19, at Marshall 
Field & Co, 

Lucille Knoche is in 
preparations for the 
hibit. 


charge of 
“Future” ex- 
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CURB ON SUNDAY 
LIQUOR COPY IS 
VOLUNTARY MOVE 


Survey Shows Distillers Shun 
The Sabbath 


New York, Feb. 18.—A disposition 
on the part of liquor advertisers to 
“go along” with the Federal Alcohol 
Administration in bowing to the lat- 
ter’s frequently expressed, although | 
unofficial, displeasure with advertis- 
ing in Sunday newspapers, was 
shown here this week in a poll of 
sentiment among leading distillers. 

Among the distillers queried, it 
was found that National Distillers 
Products Corporation has always ad- | 
hered to a policy of no Sunday ad-. 
vertising. Robert Barry, director of | 
public relations, pointed out that Na- 
tional has attempted to have this | 
policy made universal in the liquor 
industry and presented the subject 
for consideration of the annual con- 
ference of state liquor administra- 
tors last July. 


Schenley Drops Sundays 


Seagram Distillers Corporation has 
followed the same policy, W. M. 
Swertfager, advertising manager, 
said. Schenley Products Company, a 
user of Sunday newspaper space last 
year and in previous years, has 
dropped such insertions since the 
first of this year. Calvert Distillers, 
which also included Sunday papers 
on’ its 1937 schedule, has likewise 
joined the ranks of Sabbath abstain- 
ers. Oldetyme Distillers is in the 
same category. 

General agreement by distillers 
with regard to the Sunday problem, 
it was indicated in liquor circles, 
came about as the result of confer- 
ences between representatives of the 


1 ‘ . . | 
officials. Contrary to the impression | 


that has become widespread in ad-.| 
vertising circles, the FAA has set 
down no official ruling with respect 
to Sunday advertising. At the offices 
of the New York State Liquor 
Authority, it was asserted that while 
such sentiment may exist on the part 
of the FAA, the latter has not trans- 
mitted its feelings to the state body, 
although FAA policies are generally 
accepted as a guide in the conduct 
of New York liquor administration. 

The tacit agreement by leading dis- 
tillers to refrain from using papers 
with Sunday datelines, was high- 
lighted here today by a report in 
agency circles that The American 
Weekly has clamped down on accept- 
ance of liquor copy, completely clos- 
ing its columns to this classification. 


This was denied by William C. 
Spargo, vice-president of the maga- 


zine, who declared that The Ameri- 
can Weekly policy on liquor adver- 
tising still remains what it has been | 
for some time—namely, that only | 
full pages in color are accepted and | 
only to the extent of a single page | 
of liquor advertising per issue. 


Draws No Protest | 


Mr. Spargo took issue with the 
FAA attitude, declaring that the fed- 
eral body wants people to believe 
that liquor copy in papers bearing 
Sunday datelines is distasteful. The 
American. Weekly has carried about 
60 full pages of liquor copy, he as- 
serted, and not a single letter of dis- 
approval or phone call has been re- 
ceived by the magazine, despite the 
millions of homes the _ publication 
reaches. Furthermore, he _ pointed 
out, numerous communications have 
been and are being received from 
ministers who ask permission to use 
portions of the magazine’s editorial 
material in their sermons, school 
teachers who want material for their 
classes and librarians who request 
data for their files. In no one of 
these instances, he said, has a note 
of disapproval been registered with 
regard to Sunday liquor advertising. 

New York newspapers publishing 
Sunday editions also reported that 


$$ 


SIMPLE STORY 


ONLY STERILIZED SOLES ADMITTED 


'OU'VE heard of sacred cows. If you'd like to see 

some, visit a Borden Grade A dairy. But be pre- 
pared to soak your shoe soles in a special! disinfectant 
before you meet them. Our cows are very particular 
animals. We can't risk their being contaminated. And 
one sure way to keep them healthy and happy is to 
prevent afty harmful infection from being carried 
into their homes. So, though you'r: always we!-ome, 
we insist you soak your shoe soles before enti ring 
Too many families, too many babies, depend on us 
for pure milk. It's a big responsibility. Borden's 
Farm Products. 


Something like "Which came first, the 
chicken or the egg?" is explained by, 
Borden Farm Products in Eastern news. 
papers, with a new series taking the con. 
sumer into the stables. 


their columns were still open to lj. 
quor copy. This Week has never ac. 
cepted liquor advertising. 


To Ask President for 


Consumer Cabinet Post 


A petition, asking for a “consumer 
representative” in the federal goy- 
ernment, will be given President 
Roosevelt Feb. 24 by a delegation 
headed by Helen Hall, president of 
the Consumers National Federation, 

The petition also will suggest de. 
velopments of research material and 
information of interest to consum- 
ers, possibly under auspices of the 
Department of Public Welfare. 


Launches Test for “Cue” 

Landith Laboratories, New York, 
has opened a test campaign in Al- 
bany newspapers for Cue, headache 


or hangover remedy, tying in with the 


widely publicized discovery of vita- 
min Bl as a whisky effect counter- 
acter. Joseph Katz Company, New 
York, is the agency. 


Shands Heads Packer 


W. A. Shands, former vice-presi- 
dent, has been elected president of 
| Packer 


Displays, Inc., Miami, Fla. 
H. H. Packer was named chairman 
of the board. Other officers are J. 


Distilled Spirits Institute and FAA |*: Zimmer, vice-president and secre- 


tary, and J. A. Goebel, treasurer. 


Freitag in New Post 


R. C. Freitag has resigned as ad- 
vertising manager of Amity Leather 
Products Company, West Bend, Wis., 
to become sales manager of Chi- 
cago Rubber Clothing Company, Ra- 
cine, Wis. Barney Stevens succeeds 
Mr. Freitag as the Amity advertising 
manager. 


TWA to Getchell 


Transcontinental & Western Air, 
Inc., has appointed J. Stirling Get- 
chell, Inc., as its agency, effective 
April 1. TWA plans an enlarged 
newspaper and magazine campaign, 
featuring introduction this summer 
of a new fleet of “super sky-liners.” 


Form Anderson & Joy 


G. William Anderson, formerly on 
the national advertising staff of Vew 
York Herald Tribune, and Kenneth 
Joy have organized Anderson & Joy, 
Inc., advertising agency at 271 
Madison avenue, New York. 


2nd Paper... . 35.17% 
3rd Paper... . 5.3% 


When a newspaper leads its competi: 
tors in 19 out of 24 retail advertising 
classifications (as does The Seattle 
Times) there can be only one answer: 


CONSISTENTLY SUPERIOR RESULTS! 


O'MARA & ORMSBEE, Advertising Rep. 
PUBLISHED DAILY and SUNDAY 


The Seattle Cimes 
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LLOYD’S WON’T RISK IT—MAGAZINES GUARANTEE IT!” 


around it, 


Last week 


eens 


it takes time to write, plan, schedule, print. 


But when the blue birds sing in May 


4 


ao 


—_— 


We know that in towns where buyers are on strike, newsstand magazines won't sell. 


Detroit was in the doldrums— 


13 1415 1617 18:19 


monthly in the world. So in February may 


Worry about what may happen in May. For 


will go to the beer and skittles towns by the carloads. 


care because we quickly remove magazines from poor towns and rush them where buying is brisk. 


when you send your ad to True Story, don’t 


in May, as in every other month, True Story 


hot- spending -as-much-as-usual towns, by the copy. Lloyds won't risk it —we guarantee it! 


a 
§ ° 
Pots where business 


“can insure your advertising’s arrival in a high percentage of able-to-buy homes. Magazines thro 
is poor—building up where business is good. Tabulated here are the pro 


om 748%; McCall 35.3%; Cosmopolitan, 34.1%; Good Housekeeping, 28.9%; Ladies’ Home 


ugh their selectivity in newsstand circulation follow fluctuating buying power—dropping off in 
portions in which eight major monthlies give this protection to your advertising dollar: True 
Journal, 22.8%; Woman’s Home Companion, 19.8%; Pictorial Review, 18.1%; American, 17.3%, 


1938 S| es >; 
— ——— ee ——————_—_—_—_—_—_—_—_—_—_—_—_—______ si 
) : 
D . 
‘If you want insurance against a war in Upper Silesia or twins SJ @, Lloyd’s will risk it. : 
~y, [| But they won’t risk the safe arrival next May, in able-to-buy homes, of that advertising you okayed 
d by | . 
today. Too risky. Your ad starts to market <<Z three months early. It has to go early because " 
a . y, : : 
aT _ 
ee =) 1% And today as the February winds whip 4 
“ost a IO] iis = 
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Chains Rally 


Forces Against 
Death Sentence 


Washington, D. C., Feb. 17.—Chain 
stores marshalled their forces to de- 
feat the new “death sentence” Dill 
here this week after Representative 
Patman, of Texas, introduced the 
measure in the House. The bill 
levies a graduated tax on chains, 
from $100 a unit for those not in 
excess of 25 stores, to $1,000 a store 
for those in excess of 500 units. The 
tax would be multiplied by the num- 
ber of states in which the chain op- 
erates. Restrictions are granted for 
the first two years, presumably with 
the idea of allowing the chains to 
make their funeral arrangements, 

In New York, Ward Melville, presi- 
dent, Melville Shoe Corporation, op- 
erating 690 stores, said that chain 
would pay $19,000,000 taxes on a to- 
tal annual volume of $38,000,000 
under the new Patman bill. Figures 
made available by Poor’s Industry 
and Investment Survey said that 
Kroger Grocery & Baking Com- 
pany would pay $74,000,000, or 30 
per cent of its 1937 sales, while F. 
W. Woolworth Company would pay 


$90,000,000. The top would be 
reached in the case of Great Atlantic 
& Pacific Tea Company, which 
would pay $600,000,000 annually. 

The survey indicated that “the 
peak of such legislative action has 
been passed, consumers now realiz- 
ing that these taxes affect their own 
purchasing power and their resist- 
ance stiffening accordingly.” 

Mr. Melville said the bill, if 
passed, will destroy 24 per cent of 
all retail distribution, increase the 
cost of living by 10 per cent, throw 
1,500,000 men and women out of 
work, and by destruction of real es- 
tate values, exercise an adverse ef- 


fect upon every Main street in 
America. 
The bill exempts filling stations 


which do not handle tires and tubes, 
while voluntary chains and co-op- 
eratives also escape from its appli- 
cation. 


To Moser & Cotins 


Herbert L. Steiner and Arthur 
Poppenberg, both formerly with Al 
Paul Lefton Company, have joined 
Moser & Cotins, Inc., New York. 


Heads Jones & Laughlin 


H. E. Lewis has been named presi- 
dent of Jones & Laughlin Steel Com- 
pany, Pittsburgh, succeeding 3S. E. 
Hackett, resigned. 


TO THE UP WITH 
ESSAY CONTEST 


“Advertising Age’ Project 
Gets Wide Support 


Chicago, Feb. 17.—More than a 
score of newspapers in the United 
States and Canada will co-operate 
with Apvertising AGE in the opera- 
tion of its third annual essay contest 
for students by conducting local con- 
tests, in which local prizes will be 
awarded to local winners before the 
essays are sent on to ADVERTISING 
Acs for judging in the national con- 
test. 

Newspapers in all sections of the 
two countries, and ranging in size 
from important metropolitan papers 
|to dailies in very smal! communities, 
will take over the operation of this 
consumer educational project in 
their own communities, publicizing 


the contest among local students, 
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A Stable Circulation 


Means 


A Stable Market 


In recent years there has been no semi-annual seesaw in 
the circulation of Popular Mechanics Magazine. Without 
circulation drives the average monthly net paid cirgulation 
for six months’ periods has been: 


I 


7 


NNN 


June 30,1934 ...... 522,758 
December 31,1934 .. . 526,841 
June 30,1935... . . 528,216 
December 31,1935 .. . 529,667 
June 30,1936... . . 531,914 
December 31,1936... 535,151 
June 30,1937 .... . 536,343 
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POPULA 


200 East Ontario Street, Chicago, Illinois = 


‘an buy space for a year’s campaign in Popular Me- 
chanics Magazine with assurance, based on the record, 
that you are buying a stable and growing market, sustained 
-ader interest in every issue. 
And what are the interests of Popular Mechanics’ read- 
‘The Man Market"’ will tell you. It gives data on ages 
ot Popular Mechanics’ readers, on occupations, purchasing 
power, sports engaged in, and on influence on purchases 
by friends and business associates. 

Send tor ‘The Man Market’, a brief, compact data sheet 
will help you in making up any schedule for products 


have 


a hand in buying. 


Mgegine 


New York « 


Columbus «# Detroit 
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26 NEWSPAPERS 


teachers and parents to a greater 
extent than has ever been done 
before. 

Newspapers which have already 


definitely decided to conduct local 
tie-up contests include The Pioneer, 
Big Rapids, Mich.; Daily Huiwk-Bye 
Gazette, Burlington, Ia.; Free Press, 
Burlington, Vt.; Camden Courier-| 
Post; Observer, Charlotte, N. C.; | 
Daily Register, Clarksdale, Miss. ; | 
Ledger-Enquirer, Columbus, Ga.; | 
News and Journal, Daytona Beach, 
Fla.; Gary Post-Tribune; Daily Globe, 
Gridley, Cal.; 

Daily Tribune, Hastings, 
Daily News, LaGrange, Ga.; 
Sun and Journal, Lockport, 
News, Michigan City, Ind.; 
Republican, Monongahela, Pa.; Oma- 
ha World-Herald; Commercial, Pine 
Bluff, Ark.; Evening News, Port An- 
geles, Wash.; Sunday Courier, 
Poughkeepsie, N. Y.; 


Neb.; 
Union- 
Mm. Fs 

Daily 


Leader-Post, Regina, Sask.; Stand- 
ard, St. Catherines, Ont.; Daily 
Mail, Salida, Colo.; Toronto Globe 
and Mail; Washington Post; Daily 
Times, Wilson, N. C.; Tribune, 
Winnipeg, Man. 

$2,000 in Cash 
In addition to this list of news- 


papers which have definitely deter- 
mined to sponsor local tie-up con- 
tests, and most of which have already 
announced their contest, numerous 
other newspapers are considering the 
matter, but have not vet made a final 
decision. 

As a result of these tie-ups, it ap- 
pears certain that over $2,000 in cash 
prizes will be awarded to essay writ- 
ers in the contests, with ApveRrisine 
AGE presenting $1,000 in prizes, and 
local newspapers easily matching 
this amount between them. 

The contest, which is open to un- 


economist and director of the agency's new model kitchen. 
president, looks on approvingly. 


dergraduate students in high schools | 
and colleges throughout the United | 
States and Canada, calls for essays | 
of 1,000 words or less on “How Ad- | 
vertising Benefits the Consumer.” | 
Its purpose is to induce more intel- | 
ligent and careful thought about the | 
economic values of advertising, and. 
the entire cost of the national con- 
test, including the $1,000 in national 
prize money, plus all promotional 


ers, 


AGENCY TESTS WOMAN'S ANGLE 


Stanley G. Swanberg (left), vice-president in charge of Botsford, Constantine 
& Gardner's San Francisco office, checks some points with Ella Lehr, home 


David H. Botsford, 


expenses, is being borne by Apvrr- 
TISING AGE. 

The 26 newspapers listed above, 
which are conducting local contests, 
are likewise bearing the entire cost 
of promotion in their own localities, 
as their contribution to the much- 
needed task of consumer education 
on the economic values of advertis- 
ing. 

The contest is divided into two 
separate classifications, one for high 
school students and another for col- 
lege students, with equal prizes for 
the winners in each division. 

First national prize in each divi- 
sion will be $250 in cash, plus a trip 
to Detroit, where the principal win- 
ners will be presented with their 
prizes at one of the sessions of the 
Advertising Federation of America 
convention. 

Second prize in each division will 
be $100, and third prize $50. In ad- 
dition, 20 entrants, 10 each in the 
high school and college divisions, 
will share equally in $200 distrib- 
uted as honorable mention awards. 

The national contest will close 
April 17, 1938, and most of the local 
tie-up contests will close a week or 
so earlier, so that final selection of 
winners may be made in ample time 
to arrange for their participation in 
the AFA convention. 

Complete details of the contest, il- 
cluding the simple rules which gov 
ern entries, have been printed in 4 
small folder which is being distrib 
uted to students. Interested readers 
of ADVERTISING AGE may secure cop 
ies of this folder for their own il 
formation or for distribution 
friends without charge. 


Takes Fractional Units 

Capitaine Publishing Company 
New York. has issued a new rat 
schedule for Women, establishine 
both national and local rates cove! 
ing acceptance of quarter and hall 
page units. Previously, only ft! 


| pages were accepted. 


Appoints Cutajar 
Sperry Gyroscope Compan) 
Brooklyn, has appointed Charles / 
Cutajar, New York, as advertisile 


500,000 


MEN 


N. Michigan Ave., Chicago. 


| agency. 
———————— a 
——f 
A prominent manufac- 


turer of trucks asked us to 
survey the Elks of Jackson. 
Michigan. They selected 
the town, not we. 

We found our member: 
ship of 517 owned and 
operated 782 pleasure cars 
and 370 trucks, more than 


two cars per member. Reach these readers of the Maga- 
zine they all own and read—The Elks Magazine—500,000 
A.B.C.—50 East 42nd St., N. Y. 


City—The Bassler Co., 307 
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A Cake of Soap 


cake of laundry soap may not 


A] 


ness... but it is. Whatever you sell, this 


seem important in your busi- 


little cake of soap will show you how to 
build a quick and profitable volume in 
this rich, enormous New York market. 
Laundry soap is a simple household 
item. Universally used, it is less suscept- 
ible than many household products to 
the influence of price, changing modes 
of living, changing habits of buying. 
Laundry soap is bought and sold like 
a hundred and one other products for 
the home. And a carefully checked 
study just made by The New York Times 


Market 


research department shows 


Che New Pork Cimes 


‘“‘ALL THE NEWS THAT'S FIT TO PRINT’’ 


where, among New York’s many and 
varied neighborhoods, advertised brands 
of laundry soap sell most quickly. 
Complete figures are available to any 
interested executive. From them, he 
will learn that outlets in New York's 
above- average-income neighborhoods 


sell three times as much laundry soap as 


SEND FOR THESE FACTS 


Findings of The New York Times mar- 
ket research departmen}{ present an 
important new marketing picture of 
New York. They will be sent to inter- 
ested executives upon request. Please 
specify the products whose sales most 
concern you. Address: Market Re- 
search Department, The New York 
Times, Times Square, New York, N. Y. 


outlets in low-income neighborhoods. 
Putting the laundry soap findings 
together with other findings currently 
being made by our market research 
department, the astute sales or advertis- 
ing executive will see that the most 
active volume markets for advertised 
and branded products, regardless of 
price, are neighborhoods where family 
purchasing power is above-average. 
And because The Times reaches more 
above - average - income families than 
any other newspaper, advertisers find 
The Times the indispensable starting 
point for successful volume selling in 
their greatest, most important market. 
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%s To Hold Firet 
Small Poster 
Show March 12 


17.—The first an- 
two and three- 
held in the 
RCA Build- 


New York, Feb. 
nual exhibit of one, 
sheet posters will be 
West Concourse of the 


ing, Rockefeller Center, March 30 to | 


April 12. The exhibition will be di- 
vided into separate contests for tra- 
vel posters, hotel, theatrical and 
general product posters, the winner | 
in each classification being eligible 


for the grand award to be made for 
the best in the entire show. 

Entry blanks may be obtained 
from Transit Advertisers, Inc., 30 
Rockefeller Plaza, New York, spon- 
sor of the exhibition. 

Among judges are John Benson, 


Association of 
Paul B. West, 


president, American 
Advertising Agencies; 
president, Association of National 
Advertisers, and Mason _ Britton, 
chairman, Advertising Federation of 
America. 


Joins Studebaker 


Herbert L. Crawford has joined 
the sales promotion staff of Stude- 
baker Corporation, South Bend, Ind. 


| Southern Newspapers 


Launch First Copy 
First copy has been released in 
the co-operative campaign launched 
by 19 newspapers of Southern states 
to sell the merits of these media. 
On the schedule are newspapers 
in New York, Chicago, Detroit, Bos- 
ton, Philadelphia and Akron. Adver- 
tising and other business publica- 
tions are also on the list. 


Kroehler Susseed s Dad 


Delmar L. Kroehler was elected 
| president of the Kroehler Mfg. Com- 
| pany, Naperville, Ill., Feb. 17, succeed- 
ing his father, Peter E. Kroehler, who 
/becomes chairman of the board. 


Pemberton, Penn Appoint 

Pemberton & Penn, Inc., Danville, 
Va., tobacco exporter, has appointed 
Houck & Co., Roanoke, Va., as adver- 
tising counsel. Business papers will 
be used. 


Gets Universal Chain 
Universal Chain Company, Maple- 
wood, N. J., has appointed Frank 
Best & Co., New York, to handle its 
advertising. Industrial publications 
and direct mail will be used. 


E rickson A ppointed 


Norman Erickson has been ap- 
pointed director of the creative art 
department of The Cuneo Press, 
Inc., Chicago. 


— Sey 


WARD WHEELOCK 
BUYS AGENCY OF 
F. W. ARMSTRONG 


Philadelphia, Feb. 17.—F. Wallis 
Armstrong, for more than 25 years a 
conspicuous figure in American ad- 
vertising, today sold his agency to L. 
Ward Wheelock, Jr., vice-president of 
F. Wallis Armstrong Company, ef- 
fective March 1. Mr. Armstrong will 
retire to enjoy the fruits of his labor, 
and the agency will become the Ward 
Wheelock Company, handling adver- 
tising of all clients serviced hereto- 
fore by Armstrong. Mr. Armstrong 
has an estate at Moorestown, N. J. 

Until April 1, the ancient brick 
building at 16th and Locust streets 
will continue to house the agency. 
Thereafter it will break with tradi- 
tion by occupying the 24th floor of 
the glittering Lincoln-Liberty build- 
ing at Broad and Chestnut streets. 
The Hollywood office 
Hollywood boulevard and Vine street. 

An addition to the agency will be 
Louis W. Wheelock, former  vice- 


SHE greater a man’s responsi- 


bilities in business or public life, 


the greater his need for each day’s 


important news. This need of 
100,000 important men (32,000 
subscribers and over 65,000 


associate readers) is satisfied by 


Wall Street Journal— 


continues at | 


LIKE OLD TIMES 


QUART 
— CODE: A 208 


60% 08s %00 § 


This copy in Southern newspapers gets 
backwoods atmosphere through emphe- 
sis on that almost forgotten “corn likker" 
taste. The product is distributed by The 
Sherbrook Company, Cincinnati. 


ait and seine manager of 
Stephen F. Whitman & Co., and more 
recently in the advertising business 
under his own name. 


Agency for Campbell 


While Mr. Armstrong boasted a 
list of a half dozen substantial ac- 
counts, including that of Whitman 
and its famous Sampler, he will be 
remembered both for his unusual 
personality and the tenacity with 
which he held on to the Campbell 
|Soup Company’s account, despite re- 
peated solicitations by some of the 
finest advertising brains in the coun- 
try. 

While the inside story is known 
jonly to a few, the tale commonly 
|given credence is that many years 
| ago, Mr. Armstrong provided finan- 
(cial assistance to the struggling John 
T. Dorrance, and Dr. Dorrance prom- 
ised Mr. Armstrong that he would 
never have to worry about losing the 
account of the soup company. 

Dr. Dorrance, commonly regarded 
as the father of the canned soup 
industry, went to work for his uncle 
in a fruit and preserve factory at a 
salary of $7.50 a week. It was while 
pursuing an education in Germany 
that he conceived the idea of can- 
ning soup in condensed form, so that 
it could quickly be made into a 
steaming hot and palatable dish by 
the addition of water and heating. 
His idea was carried into effect in 
1899, and the supremacy of the 
Campbell Soup Company had begun. 
The company, assisted by the adver- 
tising genius of Mr. Armstrong, not 
only created an industry, but con- 
tinued to dominate it, selling about 
two-thirds of the total. 


Dorrance on Advertising 


Dr. Dorrance died Sept. 21, 1930, 
but Mr. Armstrong continued to han- 
;dle the account, not only because of 
|the pledge given by his friend, but 
i because he knew his 
Shortly before his death, Dr. Dor- 
rance expressed his convictions about 
the power of advertising in these 
| words: 
| “Advertising has been a 
|force in the expansion of 
{ness of the Campbell Soup Company. 
|To that force must go major credit 
|for its growth from a= small 
| business to a service of world-wide 
— in contact with millions of | 
; consumers,” 
| Mr. Armstrong, 
Campbell account, used color 
‘ferred positions on a scale previously 
unknown in the United States. 


powerful 
the busi- 


advertising. | 


as custodian of the | 
in pre-| 


He | 


local | 


| 


had a genius for discerning brilliany 
young advertising men, even if he 
failed to keep them long. Among 
graduates of the Armstrong agency 
were John O. Young and Raymong 
Rubicam, who eventually joineg 
hands as Young & Rubicam and gaye 
their erstwhile mentor a gentle dig 
by leading the Fels-Naptha account 
out of his corral into their own. Roy 
McKee and David Albright were 
others who left Armstrong to invade 
the agency field on their own. 


Noted for Generosity 


Though Mr. Armstrong’s individy. 
ality kept him at sword’s points with 
some of his clients, as well as hig 
employes, niggardliness was not one 
of his failings. He not only paid 
fancy salaries to men who could meet 
his standards, but was noted for hig 
generosity to some of his associates 
who encountered ill fortune. 

His keen mind retained its edge ag 
long as he was in business. One of 
his recent achievements was to put 
Amos ’n’ Andy under contract for 
Campbell Soup for $7,500 a week 
when rivals were offering as high as 
$10,000. 

Ward Wheelock joined Armstrong 
as an aspiring young man and soon 
became known as the account execu- 
tive on Whitman. He was indiffer- 
ent to his superior’s idiosyncrasies 
and concentrated on the business of 
making advertising pay his clients, 
Mr. Armstrong was reported to har- 
bor a great admiration for the young 
man who ignored his jibes so effect- 
ively. 


WAAW Promotes Bailey 


W. K. “Bill” Bailey, formerly sales 
manager, has been named station di- 
rector of WAAW, Omaha, Nebr. He 
will continue to direct activities of 
the commercial department. 


Miss Meyer to JWT 


Wanda Meyer has joined J. 
Walter Thompson Company, Chi- 


cago, as secretary and assistant to 
C. Earl Pritchard, head of the out- 
door department. 


AKERS’ HELPER 


'S Breaking 
Records 


HE January 22, 1938, 
issue passed 10,000 Net 
Paid for the first time in 
history. Indications are that 
this gain will continue and 


break all previous records 
in 1938. 


In 1937, BAKERS’ 
HELPER had by far the 
largest advertising gain of 
the three audited papers in 


the field. 


This is proof that BAKERS’ 
HELPER’s edi- 
torial policy is paying big 


fearless 


dividends to advertisers. 
ABC Write today for the 
folder, “The Bakers 


Billion,” containing facts 
and figures about this 
$1,000,000,000 market. 


ABP 


The Magazine of Bakery Practice 
& Management 


330 South Wells St., Chicas? 
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The Advertising of These Leading American Advertisers Already Has Appeared in Loo} 


ADVERTISER AGENCY 


AMERICAN CHICLE CO.. . Badger and Browning & Hersey, Inc. 
Adams Clove Gum * Beeman’s Gum * Dentyne Gum 


AMERICAN PRODUCTS CO....Matteson-Fogarty-Jordan Co., 


Inc. 

ASBRICAN TORALOO GO aoc ccccccccccsecsces Lord & Thomas 
Lucky Strike Cigarettes 

MAMRABOL, GOwie oc cscs cicdcccedioes Erwin, Wasey & Co., Inc. 

BASS CAMERA CO.......... .Gustav Marx Advertising Agency 

BAUER & BLACK........seccceceevoes Ruthrauff & Ryan, Inc. 
“*Blue Jay’’ Corn Plasters 

BENJAMIN AIR RIFLE CO............ .....-Ralph Moore, Inc. 

BRISTOL-MYERS CO.......ccscccccccens Pedlar & Ryan, Inc. 


Ipana ¢ Sal Hepatica © Vitalis 


BROWN & WILLIAMSON TOBACCO CORP....Batten, Barton, 
Kool Cigarettes Durstine & Osborn, Inc. 


CARTER PRODUCTS CO.......... eT. Street & Finney, Inc. 
CENTRAL CAMERA CO...Matteson-Fogarty-Jordan Co., Inc 


CHICAGO WHEEL & MFG. CO...... ... Weston-Barnett, Inc. 
Handee Tools 


CHRISTY BALES GO ii occ csicccccceecees Charles F. Dowd, Inc. 


CHRYSLER CORPORATION....... ...-Ruthrauff & Ryan, Inc. 
Dodge Motor Cars 


CHRYSLER CORPORATION......... J. Stirling Getchell, Inc. 
Plymouth Motor Cars 


CODY (SHERWIN) SCHOOL OF ENGLISH....... Schwab and 
Beatty, Inc. 


COMMERCIAL CREDIT CO...O’Dea, Sheldon & Canaday, Inc. 


CORN PRODUCTS REFINING CO.......... E. W. Hellwig Co. 
Linit Magic Milk Mask 


CROSLEY RADIO CORP..Douglass Allen & Leland Davis, Inc. 
Shelvador Refrigerator 


CURTISS CANDY CO......cccccccccccccvees E. W. Hellwig Co. 
Baby Ruth Candy 
DEARBORN SUPPLY CO......--+.sse- Roberts & MacAvinche 
Mercolized Wax 
EMERSON DRUG CO.......-++2+s055 J. Walter Thompson Co. 
Bromo-Seltzer 
EMPIRE ELECTRIC CO... .cccccccecees Weston-Barnett, Inc. 
Le aS a i. eee ee ee The Joseph Katz Co. 
EYE-GENE COMPANY ......--sseeees Ruthrauff & Ryan, Inc. 
FAIRYFOOT PRODUCTS CO...Gundlach Advertising Agency 
RE Ss: eer rt er Tee ere Young & Rubicam, Inc. 
Fels Naptha Soap 

FRANKLIN INSTITUTE..... J. L. Keenan Advertising Agency 
FUNK & WAGNALLS CO........... Franklin Spier and Aaron 

Sussman, Inc. 
GENERAL FOODS CORP.......ssec00. Young & Rubicam, Inc. 

Jell-O 

GEPPERT STUDIOS.........+:+. Lessing Advertising Co., Inc. 
GIELRTTE SAFETY RAZOR CO......% Maxon, Incorporated 
CLAY CLOVER CO. TRG. ci cc cccssvesc Donahue & Coe., Inc. 
GREEN WATCH GOi i ccccvcevccsccnees McCann- Erickson, Inc. 
HALDEMAN-JULIUS CO..... Harrison-Rippey Advertising Co. 
G. HM. HARD. a scvccecccceces E. H. Brown Advertising Agency 


HEALTH PRODUCTS CORP...William Esty & Company, Inc. 
Feen-a-Mint 


HEALTH RAY MFG. CO........60.- Roberts and Reimers, Inc. 


INSTITUTE OF APPLIED SCIENCE...... Matteson-Fogarty- 
Jordan Co., Inc. 


INTERNATIONAL CELLUCOTTON PRODUCTS CO..... Lord 
Kleenex & Thomas 


INTERNATIONAL CORRES. SCHOOLS.. 


..N. W. Ayer & Son, 


Inc. 

IODENT CHEMICAL CO.......25. Vanderbie and Rubens, Inc. 
lodent Tooth Paste 

JOPNGON & JOHINGON 2. vcvccencece Young & Rubicam, Inc. 


Band-Aid 


KALAMAZOO STOVE & FURNACE CoO........ Fulton, Horne, 
. Morrissey Co. 


KENTON PHARMACAL CO..... Roche, Williams & Cunnyng- 
Brownatone Hair Dye ham, Inc. 


CHARLES B. KNOX GELATINE CO., INC.....Federal Adver- 
tising Agency, Inc. 


LAMBERT PHARMACAL CO......... Lambert & Feasley, Inc. 
Listerine Antiseptic ¢ Listerine Shaving Cream 


LASALLE EXTENSION...... E. H. Brown Advertising Agency 


LIBBY, McNEILL*°& LIBBY..... Needham, Louis and Brorby, 
Homogenized Baby Foods Inc. 


LIGGETT & MYERS TOBACCO CO.. .Newell-Emmett Co., 
Chesterfield Cigarettes 


Inc. 


ADVERTISER AGENCY 


P. EQBES A OB ook iccikccccces "....Lennen & Mitchell, Inc. 
Old Gold Cigarettes 


MME. LOUISE BEAUTY CLINIC..... A. C. Perry & Associates 
Ree Ok Sneek bs ck oon wesareds J. M. Mathes, Incorporated 


GEORGE W. LUFT CO., INC...Cecil, Warwick & Legler, Inc. 
Tangee Cosmetics 


CHARLES MARCHAND CO..............- M. H. Hackett, Inc. 
Marchand’s Golden Hair Wash 


pe RR fs ee ee Kirtland-Engel Co. 
Maybelline Mascara 


MERCHANDISERS, INC...... E. H. Brown Advertising Agency 
MIDWEST RADIO CORP............. The Key Advertising Co. 
MUSTEROLE CoO....... ee eee Erwin, Wasey & Co., Inc. 


NATIONAL RADIO INSTITUTE....Van Sant, Dugdale & ney 
nc. 


NATIONAL SCHOOL OF MEAT CUTTING.........Charles F. 
Dowd, Inc. 


N. Y. INSTITUTE OF PHOTOGRAPHY ....Platt-Forbes, Inc. 


NORTHWESTERN YEAST CO......... Hays MacFarland & Co. 
Yeast Foam Tablets 


PARAMOUNT PICTURES, INC......... Buchanan & Co., Inc. 


PREPGOIENT CORGPANYG ook csicdcivicscecces ...-Lord & Thomas 
Pepsodent Antiseptic 


PHOTO FINISHING SHOP............Hart-Conway Co., Inc. 


POLK MILLER PRODUCTS CORP...Cecil, Warwick & cae. 
Sergeant’s Dog Remedies Inc. 


PROCTER & GAMBLE CO.. .Blackett-Sample-Hummert, Inc. 
Oxydol 


eg ee BG See eee Cowan & Van Leer, Inc. 
Packard Lektro-Shaver 


REMINGTON-RAND, INC......... Leeford Advertising Agency 
Remington Typewriters 


R. J. REYNOLDS TOBACCO CO....William Esty & Co., Inc. 
CamefCigarettes ¢ Prince Albert Tobacco 


PAUL RIEGER & CD...0.6.0050065 Gundlach Advertising Agency 
Dorothy Boyd Pajama Suits 
ROYAL TEPR WEEE BE Giver cvseeeces Buchanan & Co., Inc. 


ADVERTISER AGENCY 


sg errr errr err TT -Pedlar & Ryan, Ing, 
Double Duty Tooth Brush 


es gs fT hs rrr . Philip J. Meany Co, 
‘Asthmador — 


SCHNEFEL BROS. CORP.............. N. 
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A YEAR OF PROGRESS 


One year ago a lusty infant was born 
into America’s highly competitive 
magazine field. The name was LOOK. 
It had no circulation. But it did have 
a new way to tell stories in pictures 
...a new picture language. 

Today, after one year, LOOK has 
an average sale per issue of more than 
2,000,000 ...a circulation figure 
which other leading magazines re- 
quired years to attain. 

In spite of its phenomenal circula- 
tion growth, issue after issue, LOOK did 
hot open its pages to advertising during 
its first nine months. There was a very 
definite and logical reason—LOOK’s 
publishers preferred to determine the 
reader-interest in this new publica- 
tion at their own expense, before pre- 
senting their case to advertisers. 

In the November 9 issue of LOOK, 
the first advertising appeared. The 
Start was modest, but advertising 
growth since has been as conspicuous 
a LOOK’s circulation growth. One 


leading American advertiser after an- 
other has accepted this new picture 
magazine as a new way to reach and 
influence millions. (Turn your eyes 
to the opposite page for the list of 
products, manufacturers and agencies 
who already are using LOOK’s ad- 
vertising pages.) 

LOOK’s dominant place in the 
reading and advertising habits of 
America is assured. For here is a seri- 
ous, substantial magazine with the 
avowed editorial purpose, plus the 
demonstrated editorial ability, to give 
the average American family a clean, 
interesting, informative program of 
picture magazine entertainment. 

LOOK’s hold on its millions of 
readers is soundly based on the uni- 
versal human desire to SEE and UN- 
DERSTAND. 

Andaseach issue appears it becomes 
increasingly apparent that LOOK is a 
powerful, new editorial force in 
American Life. 
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The National Students’ Essay 
Contest 


The announcement of the third 
annual students’ essay contest con- 
ducted by ApbveRTISING AGE, which 
appeared in our Feb. 14 issue, sug- 
gests a restatement of the reasons 
for the contest and the results of 
the first two competitions, staged 
in 1936 and 1937. 

Advertising has two primary 
problems at present: one, to pro- 
vide effective self-regulation for the 
purpose of eliminating objection- 
able advertising before it reaches 
the eye or ear of the consumer, and 
two, educating the public as to the 
economic and social values of ad- 
vertising. 

While sentiment on the first sub- 
ject has crystallized to a_ point 
which will make co-operative action 
easily possible, that action has thus 
far not been taken. Hence the 
march toward outside government 
regulation continues, and will grow 
in extent and effectiveness unless 
and until the basic problems are 
taken in hand by advertising inter- 
ests themselves. 

Admitting that failure of adver- 
tising to clean its own house com- 
pletely up to this time gives critics 
of advertising a limited supply of 
ammunition, we may still visualize 
clearly the need for saying to the 
public, “Most advertising is good; 
most advertising is honest; this is 


how it works for you, and this is 
what it does for society.” 

While the ideal combination, 
under which advertising appears 
before the public with all its faults 
eliminated, may never be achieved, 
in the meantime, advertising is 
working every day in behalf of busi- 
ness and the public, accelerating the 
flow of goods, establishing stan- 
dards of quality and service, and 
making competition more effective 
in insuring maximum purchasing 
power for the consumer’s dollar. To 
make its function clear to the public 
is an educational task which should 
engage the interest and support of 
all concerned with the maintenance 
of advertising’s position. 

The number of entries in the first 
two contests, the great interest 
aroused among educators as well as 
business men, the fine co-operation 
which has been extended by all 
types of advertising media—all 
these factors have encouraged us to 
believe that the contest is an an- 
nual event which can do much to 
build good will for advertising on 
the part of the public, based on a 
better understanding of its function 
and its capacity to serve. 

This is a continuing task which 
ADVERTISING AGE regards as an op- 
portunity and a_ responsibility of 
the highest order. 


How to Become an Optimist 


American business men, speaking 
generally, are singing the _ blues 
with an ardor which actual condi- 
tions do not justify. Even conced- 
ing that current business volume is 
somewhat below 1937 levels, and ad- 
mitting that government is not pro- 
viding as full and intelligent co- 
operation as business may desire, 
the fact remains that this is the 
greatest market in the world, in 
which business is more free to de- 
velop successfully than anywhere 
else. 

The president of a large manu- 
facturing company spent several 
months in Europe last year, and 
since his return he has been preach- 
ing the gospel that business men 
in the United States don’t fully ap- 
preciate their blessings and oppor- 
tunities. After having seen how 
things are done in countries where 
the interests of the state are para- 
mount and the freedom of the indi- 
vidual is unimportant, he has come 
to realize just how well off we in 


the United States actually are. 

The birthdays of Lincoln and 
Washington furnish a timely occa- 
sion for considering the state of the 
nation which they helped to build 
and preserve. They believed in 
America and its future, and realized 
that its priceless possessions of in- 
dividual liberty and freedom of ac- 
tion are not to be taken for granted. 
They are to be earned by conscious 
effort constantly to make this a bet- 
ter and stronger nation, in which 
the opportunities of the common 
man are always present and always 
protected. 

Today’s business may well ap- 
proach current problems not in a 
spirit of pessimism and discourage- 
ment, but with the conviction that 
America presents in 1938 an amaz- 
ing opportunity for the man and the 
business which are prepared to 
work hard and serve well. This is 
a message with which advertisers 
particularly can contribute at this 
time to the public morale. 


THERE'S NO STOPPING ADVERTISING 


—The Household Magazine 


Ad-libbing 


Beware the Free Offer 


Two recent experiences of the pub- 
lic reaction to offers of free pre- 
miums on radio shows leads us to 
believe that such offers, if made 
purely to check on audience, and 
without any merchandising tie-up, 
may be highly gratifying, but are 
likely to prove very little. 

In one instance an advertiser said 
baldly, ““We’re anxious to know how 
many listeners this program has, so 
if you’ll call us and give your name 
and address, or put this information 
on a post card and mail it to us, 
we'll send you a deck of cards with- 
out charge or obligation.” That 
advertiser, expecting a thousand or 
so requests, found himself swamped 
with over 50,000 requests, and was 
put to considerable trouble and ex- 
pense, not only in supplying the 
cards but in sending letters to 49,000 
people advising that he was over- 
whelmed by the response and that it 
would take several weeks to get the 
additional cards. 

What that advertiser didn’t know, 
but strongly suspected after he had 
aired his offer, is that listeners 
pounce on condition-free offers like 
this with the greatest of glee, and 
that cards pour in not only from 
Mamie, who actually heard the offer 
made, but from Mamie’s sisters, cou- 
sins, aunts, boy friends and neigh- 
bors, none of whom may have known 
that the particular program on which 
the offer was made was being aired. 

We didn’t think this type of thing 
was serious, until we discovered two 
housewives congratulating each other 
on their astuteness. One had dropped 
15 post cards in the mail in response 
to the offer outlined above, while the 
other had actually made eight differ- 
ent telephone calls in response to a 
similar offer on another program. 

All of which would seem to prove 
that it might be wiser to put some 
sort of a string on radio premium 
offers, even though the string is only 
a 2 or 3 cent stamp to “cover the 
cost of mailing” the premium. 


Pipe the Pipe 


Remember that pipe advertising 
which featured prominent women 
telling how they just loved to have 
their boy friends smoke pipes? Ken- 
tucky Club tobacco has revived the 
general idea with small space news- 
paper copy headed, “Would you, too, 
look better with a pipe?” Two pic- 
tures of the same man are shown, 
one with a pipe, the other with a 
cigaret in his mouth, and the pay- 
off is that 438 women thought there 
was something about the pipe that 
enhanced the gentleman’s romantic 
appeal, whereas only 104 thought he 
looked better with a cigaret in his 
mouth. 


Selling and Testing 


The copy-testing problems of those 
with seasonal products to sell are 
complicated by the fact that in most 
cases their selling season ends be- 
fore the results of the copy testing 
job can be known. So if they want 
to test appeals, the only way it can 
be done is to tack the test ads for 
the following season on the end of 
the selling ads for the current sea- 
son, with such results as those shown 


in the two Zerone advertisements 
reproduced here. 

In this case du Pont seems to be 
doing a good job of combining late 
seasonal selling copy in the Hartford 
market with tests which will be of 
value in mapping next year’s copy 
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appeals. Both of the advertisements 
shown here, as well as others which 
are being tested, carried buried of- 
fers of premiums. In the one at 
the left, the free offer is buried in 
the caption under the last picture— 
in the one at the right, in the last 
paragraph of type. 


Jottings 


It’s more than passing strange that 
so many bakers are making such 
strenuous efforts to prove, or at least 
to imply, that white bread is not 
“wheat” bread, but something spe- 
cial, perhaps made out of chalk dust. 
No mention is ever made of the 
wheat content of white bread—in- 
stead the vitamin and milk content 
get all the play. All of which is 
brought to mind by a smashing cam- 
paign of Bond Bakers for “Vitamin 
D Wheat Bread,” which is said to 
“combine the best features of white 
bread and whole wheat.” ... 

We didn’t think that our observa- 
tion on the cluttering up of Fitch’s 
Jerry Belcher program with music 
would be acted on so quickly. The 
day before this column got into cir- 
culation the program opened with a 
spiel about how happy Fitch was to 
accede to the public request that the 
music be ditched in favor of more 
interviewing time for Jerry.... 

Speaking of winning friends, as 
Dale Carnegie has been doing so suc- 
cessfully, an association executive 
tells us of writing Mr. Carnegie to 
arrange a speaking date and not get- 
ting an answer for four weeks, where- 
upon a second letter was dispatched, 
resulting, after two additional weeks 
had passed, in a letter from a secre- 
tary saying that Mr. Carnegie was 
out of town and was not making 
speaking dates. Answering letters 
with a reasonable degree of prompt- 
ness is one way to win friends, this 
association executive maintains... . 

The L & N, more formally known 
as the Louisville & Nashville R. R., 
is telling the story of railroad diffi- 
culties in terms of the fellow who is 
tossed into the ring with a dozen 
hard-boiled scrappers while he has 
one hand tied behind him and his 
feet are shackled. He has to be 
plenty good just to keep alive, the 
railroad says... 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from cop. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ag. 
vertiser or advertising agency execy. 
tive writing on his business letter. 
head. 


No. 1300. Thar’s Gold in Other 
Towns, Too! 


In this new booklet of its series, 
Grit continues its story of the smal] 
town market, showing here the wide 
variety of products which are pur. 
chased in their own districts by farm 
families and residents of a selected 
list of small towns. Figures on 
Grit’s coverage of these towns are 
given. 


No. 1301. Something to Shoot About 
. . . Something to Shoot At. 

The Open Road for Boys, now plan- 
ning promotion of its sixth annual 
national rifle match, has issued this 
study of previous matches, giving an 
analysis of rifles and ammunition 
used, and specimen questionnaires 
containing comments and suggestions 
from boy readers interested in the 
event. 


No. 13802. Coverage of the Mutual 
Broadcasting System. 


This brochure, issued by Mutual 
Broadcasting System, offers a cover- 
age breakdown with three sets of 
maps in which have been condensed 
the coverage of all Mutual stations 
with WLW, coverage of all Mutual 
stations with WSAI, and coverage of 
Mutual’s basic stations with WLW. 
Also included are maps showing 
radio homes, retail sales and popu- 
lation density of the United States. 


No. 1303. Men of Metal are Human 
Beings. 

Metal Progress has issued this 
reader analysis, which lists readers 
by title and shows what they buy, 
and analyzes the publication’s edi- 
torial content as well as 1937’s 30,239 
inquiries. Circulation is tabulated 
by states. 


No. 1287. Annual Summary and Re- 
port. 


True Story Magazine has issued 
this report which shows the adver- 
tising volume and revenue of six 
major women’s magazines for the 
year ending Dec. 31, 1937. 


No. 1281. 
Market. 


This brochure, issued by KTAT, 
contains detailed information on 
Fort Worth’s 21-county market, with 
the illustrated story of the station's 
facilities, programs, merchandising 
services and coverage of the area. 


Selling the Fort Worth 


No. 1280. Let WLTH Help You Sell 
a Market. 


In this folder, WLTH, New York. 
offers some interesting facts about 
Jewish broadcasting, maps of the sta- 
tion’s primary and secondary listen- 
ing areas, and market data broken 
down by districts, with comparable 
population figures for other markets. 


No. 1298. KCOKN, Kansas City, Kaw 
sas. 


Coverage maps, tabulations of por 
ulation, radio homes, retail sales and 
other market data are contained i2 
this brochure, issued by Capper Pub- 
lications’ station, KCKN. An outline 
of programs, community service and 
advertising successes is given. 


No. 1294. Consumer Action on “Mc 
Call Street” in Pittsfield, thé 
“Middletown” of New England. 

This is the second in a series o 

photographic studies of its reader 
—who they are, where they live, 9” 
what they do with the magazine 
issued by McCall’s Magazine. Candid 
shots of the various activities of a4 
ple in this typical community tel 
an interesting story of the Americ#? 
market, and how the daily problem 
of food, clothing, shelter, recreatio® 
and advancement are met. 
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HOW YOU CAN BUILD GOOD WILL 
AND SALES VOLUME 


Read by practically everyone every day of the week, the newspaper is the greatest 


influence in developing public opinion today. Founded on the basic interests 


of the great mass of the American people, it offers the greatest possi- 


bilities for building good will and sales through advertising. 


NE of the phenomena of modern life is 

the dependence of the American people 

upon the newspaper. It alone tells quickly .. . 
fully . . . with pictures . . . the news about 


everything . . . as it happens. For the great 
mass of people the newspaper is the primary 
source of the information for which they 
hunger . . . and for many, it is the sole source. 

Through the newspaper, people in all walks 
of life get not only the facts but interpreta- 
tion. The newspaper tells not only what and 
when and where, but why . and the 
implications. 

More than any other agency or medium, 
the newspaper instills ideas. Ideas about pol- 
itics and cooking, business and fashion . 
all the fast crowding developments of mod- 
ern life. 

And buying ideas are no exception. Con- 
sider the disappointment of the average house- 
wife if she were unable to find in her news- 
paper the daily offerings of the department 
stores and shops in her city. She is accus- 
tomed by habit and preference to reading 
such buying news . . . and to act on it. Thus 


the newspaper advertiser has an audience... 


ready made and of audited dimensions . . . one 


that is eager for news about merchandise. 


In CHICAGO, the newspaper which 
enjoys the greatest interest and following is 
the Chicago Tribune. Day after day the men 
and women of this great market turn to the 
Tribune for its comprehensive news reports, 
editorial comment, features and service de- 
partments. Its vibrant personality and aggres- 
sive news reporting provoke lively interest. 

An advocate of political and moral prog- 
ress, the Tribune exerts an influence of na- 
tional character. It is closely read and followed 
throughout the world. With interests deeply 
rooted in the great Chicago territory, it has 
a community position unrivaled by any other 
newspaper . . . or any other medium avail- 
able to advertisers. 

In Chicago and suburbs alone, over 670,000 
families read the Tribune. To this friendly, 


_ majority audience Chicago retailers sell hun- 


dreds of millions of dollars worth of merchan- 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


dise annually. Readers of the Tribune are their 
largest and most responsive market . . . the 
backbone of their trade. On the basis of 
results, they spend the greater part of their 
advertising budgets for space in the Tribune. 

Through the columns of the Tribune you 
can present your story or product to greatest 
advantage. Without expensive preliminaries 
or loss of reader interest, you can get down 
to brass tacks . . . use detailed diagrams and 
picrure, in black and white and color, the 
features of your product. You can start and 
stop advertising to suit your needs. 


No OTHER advertising medium is 
so demonstrably basic to every job of selling 
Chicago as is the Tribune. None offers the 
facilities which enable the advertiser to take 
maximum advantage of the opportunities for 
volume sales. 

Regardless of the product you sell. . . to 
whom it sells . . . for what it sells . . . the 
Tribune is the logical medium around which 
to build your advertising program for Chi- 
cago. Rates per 100,000 circulation are among 
the lowest in the advertising business. 


Total Daily circulation in excess of 825,000 * Total Sunday circulation in excess of 1,000,000 
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United Happy 
About Results 
of Free ‘D eal’ 


Chicago, Feb. 16.—-Since air com- 
panies offered ta carry wives free 
when the husband buys a ticket, 
composition of traffic has changed 
from 25 to per cent women, 
United Air Lines reported today. 


or 
oo 


Sixty-two per cent of the wives 
who accompanied their husbands 
had never flown before and enthusi- 
astic expressions from the majority 


indicated that a large share of these | 


women will become regular users of 


air transport in the future. 

United believes that many males 
who have been using “the little 
woman at home” as an alibi will be 
more air-minded in the future. A 
large number of men canvassed re- 
cently indicated that they were fly- 
ing for the first time as the result 
of the “free wife” offer. In a single 
| day, the company said, it carried 68 
wives between Chicago and New 
York. 


Start Advertising Agency 


| E. J. Samuel, formerly British ad- 
|vertising manager of Goodyear Tire 
|\& Rubber Company, and director of 
| sales for WMAS, and Lawrence M. 
|O’Connell have organized O’Connell 


and Samuel, advertising agency at 
1125 State street, Springfield, Mass. 
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See How We Bathed 
‘Way Back in 1938 


Chicago, Feb. 16.—We'll all 
be front page news in 6,175 
years if a campus crypt, which 
will contain pictures of the 
latest bathroom fixtures for 
homes, hospitals and indus- 
trial installations is opened in 
the year 8113. The Crane Com- 
pany, as a promotion move, 
started this week to assemble 
a picture record at the request 
of Oglethorpe University in 
Georgia, which will preserve 
the photographs and data in a 
campus crypt not to be opened 
until 8113. 
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‘BELA LANAN’ 
SCORES; MAY 
ADD SPONSORS 


Louisville, Ky., Feb. 17.—Plans 
were under way here today for an 
expanded promotion of the feature 
“Bela Lanan, Court Reporter,” by the 
Carlile Crutcher Syndicate, following 
the initial tie-up by Sterling Prod- 


ucts, Inc., Wheeling, W. Va. The 
plan involves an advertisement 


placed adjacent to the “judge’s de- 
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ment except for the purpose of 
storage ar the — is the 
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in feeding the cats against he 
janitor’s wishes.” 
It is interesting to note that |/ 
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storage, then the apartment house 
i have n liable. 


Often “acid indigestion” is dist 
ing to you—and offensive to 
others. But now there is no excuse 
for being guilty. 

You simply carry your alkalizer 
with you — and use it at the first 
sign of “upset” stomach. Simply 
take two tiny tablets of Phillips’ 
‘Milk of Magnesia when out with | heart 
others. Or — if at home — you can 
take two tegspoons of liqui 
lips’. Both att the same — ~y Phil 


recompen ved an unjust 
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in the = of twenty-eigh 
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“THE CIRCUS AT 
CORPUS CHRISTI" 
Don’t Mise It—Follow It : 
The Wilkes-Barre — 


(Copyright, 1938) 


This combined feature and copy, with 

Sterling Products Company on the "spon- 

soring’ end, is now appearing in 75 
Saturday newspapers. 


cision,” which is printed in another 
part of the newspaper at the conclu- 
sion of each of the strip’s weekly 
series. Currently 75 newspapers are 
using the strip. 

“Bela Lanan,” as a court reporter, 
covers a case which has come to trial, 
reporting the evidence presented by 
each side. At the end of a week's 
action, readers are invited to give 
their judgment on the case. This 
judgment is compared with the rul- 
ing which the judge gave and which 
is printed in the newspaper. 


Copy Comes with the Strip 


Purchasing the strip, the newspa- 
per is also guaranteed the Saturday 
advertisement, with the guarantee 
providing that this insertion is con- 
sidered separately from any other 
advertisement of the company. The 
contract provides that the advertise- 
ment must appear next to the court 


decision part of the strip. The ad- 
vertiser, currently only Sterling 
Products, pays for only the copy 
space. 


It is pointed out the dual value 
to both advertiser and publisher lies 
in the reader appeal of the strip and 
the fact that the advertiser may 
capitalize upon each climax of this 
appeal in having his copy placed 
where all those who follow the strip 
must see it. The lack of Saturday 
copy volume also is an inducement. 


May Create New Strip 


Thompson-Koch Company, Cincin- 
nati, is the agency in charge for 
Sterling Products. Expansion of the 
strip would involve its being sold to 
another advertiser for tie-up in news: 
papers of cities not now covered. It 
was also learned that a new strip 
may be created which could be sold 
on a similar basis, with primary ap- 
peal to newspapers in medium size 
and smaller cities, rather than metro- 
politan areas. 


@ Best 7.9 out of every 10! 


An average of nearly eight out 
of every 10 persons residing in 
289 of Nebraska's and south- 
western Iowa's leading retail 
centers buy and read The 
Omaha World - Herald. “A 
schedules in this extensive 
market's top-flight newspape! 
moves goods—your goods! 
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SELL CANADIANS 


PACKAGE 


THROUGH THE EYE is pictured . . . for 


lasting memory.. .the image of things seen. 


THE ANCIENT CHINESE PROVERB says: 
“One picture is worth ten thousand words”. 
No description, however vivid, can equal the 
impression you receive when you see the 
object as it is. Modern psychologists claim 
that 87% of contact with the human brain 


is achieved through Sight. 


How VALUABLE it is, therefore, when the 
readers of more than a million of the national 
magazines of Canada...in the “able-to-buy”’ 
homes of the Dominion...turning the pages 
leisurely, yet attentively, come to the page 
that pictures your package...and pause! 


PAUSE...because your advertising has caught 
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IDENTIFICATION 


their eye...shown them your product. There 
It is...its shape, style of lettering, design, 
and—if you wish—the actual colors of your 
package, appearing before their Sight . . . 
making it easy for them to identify your 
product in the store. 


FROM COAST TO COAST, the national 


magazines of Canada render this service to 
you. [hey present your product, and your 
advertising message to readers in a receptive 
mood...making familiar to them what you 
have to sell. 


MaGAZINE ADVERTISING in Canada gives 
you nation-wide coverage, as well as propor- 
tionate coverage for local territories at a very 
low cost... a cost well within the aver- 


age advertising budget. 


BUSINESS IS GOOD IN CANADA...BUDGET ACCORDINGLY 


Canadian Magazine - Chatelaine - Maclean’s Magazine 
National Home Monthly - Canadian Home Journal 


NATIONAL COVERAGE FROM SEA TO SEA 
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Voice of the Advertiser 


This department is a reader’s forum. 


Eye Appeal Gets Boost from Layout 


to be a 


Of course vou want the natural appear- 


for 


ance of long dark curling lashes — what 


To the Editor: 


regular 


Here is what we believe 
new type layout for cosmetic ad- 


vertising. This layout was developed with 
the idea of increasing the eye appeal for 
the various Maybelline products. 

Since nothing other than “bleed” pages 
and half pages across the bottom of the 
page has heretofore been offered adver- 
tisers by publishers who themselves had 
considerably changed their editorial for- 
mats during the past few years in search 
of new readers, we are happy to say that 
the publishers quickly recognized the value 
of this new layout which still gives them 
two columns of space. 


This new style of 


layout requires that the publishers divide 
their 


editorial content 
which ordinarily 
appears on a page 
with two full col- 
umns of advertis- 
ing. The advertise- 
ment is to appear 
in April. 

R. M. KIRTLAND, 
President, 
Kirtland-Engel 
Company, Chicago. 


column 


woman doesn't? Well, thereisnolonger Fashion decrees, and make-up experts 
any posstble excuse for blink, unat- agree that vou muse now harmonize 
tractive eves of scraggly lashes when your entire eve make up Match your 
Muavbelline Mascara os so reasonably Eyebrow Pencil and Eve Shadow with 
priced. A few simple brush strokes of vour Mascarafor naturalness — this isthe 
either the solid of cream-form will give newest note m beauty, and in no way 
vour lashes radiant beauty iastantly. can vou achieve this hetrer than with 
Harmless, tear-proof, noa-smarting, Maybelline Eve Beauty Aids. The ex- Crows-feet, circles, and crepey lids 


and keeps lashes soft and silky. Velwery 

Black, Midnight Blue, or rich shade 
’ 

beaucitul 


of Brown Vanity size, in 


metal case or cube, 7$¢ Purse sizes 
at all We stores Beautiful eves are 


yours tor the asking when vou ask tor 


quisitely smooth-marking Maybelline 
Evebrow Pencil forms lovely, gracetul 
evebrows and a subtle rouch of color- 
ful Mavbelline Eve Shadow will work 


wonders lor the sparkle in vour eves 


detract so much from any woman's 
uppearance. Help keep smooth and soft 
the tender skin atea around the eves 
by using this beneficial Special Eve 
Cream. Apply u faithfully every night 


for most pleasing results. Liberal 


Mavbelling Mascara (eat fa) Maybelline wtroaductory sizes at ten cent stores 
; Cress 
LARGEST SELLING EYE BEAUTY AIDS IN THE WORLD 
*. . 1 ' . j 
Mr. Feerick Would Like price! Here are clippings from this 


to Meet Mr. Anonymous 
To the Editor: The anonymous 
letter published under the title “Tip 
to Clothiers—Fit Means More Than 
Fabric,” in your issue of Jan. 31 
caught my eye the other day. It adds 
a new regret to the many I have al- 
ready harbored in my life... the 
regret that I could not have been the 
fifth member at the luncheon table 
in question .. . first, because men’s 
clothing is such a great subject to 
discuss and, second, because I’m 
always keenly interested in getting 
the consumer’s viewpoint first hand. 
I’m particularly interested in Mr. 
Anonymous and his three friends 
inasmuch as they represent the very 
class of men to whom we are appeal- 
ing; they’re logical customers for 
Hickey-Freeman Customized Clothes. 
Or, let me re-state that in reverse, 
and say that Hickey-Freeman Clothes 
are the logical garments for them. 
Very early in the history of this 
company, a definite policy was 
adopted: to introduce in the ready-to- 
wear field, all the quality refinements 
that heretofore had been more or 
less confined to the products of the 
better custom tailors located in met- 
ropolitan centers. To that end, tire- 
less effort has gone into the develop- 
ment of an organization of master 
craftsmen whose collective skill is 
frankly without equal in its field. 
Here’s hoping that Mr. Anonymous 
and his friends will write us direct 
and give us an opportunity to pass 
along some of the interesting facts 


that it has been our good fortune 
to amass in the Hickey-Freeman 
Company. 


F. P. FEErICK, 
Advertising Manager, Hickey-Free- 
man Company, Rochester, N. Y. 
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Fit Has Fitting Pull, 
Mr. Jessop Discovers 


To the Editor: We read with ap- 
proval, the letter which appeared on 
page 16 of the Jan. 31 issue of ApvrEr- 
TISING AGE, about the importance of 
fit in men’s clothing. 

In fact, we reached the same con- 
clusion six months ago, when we in- 
augurated an advertising campaign 
featuring ‘“‘fit’’ ahead of fabric or even 


campaign which may be of general 
interest to your readers. 

The four disgusted executives men- 
tioned in that letter would probably 
hail our efforts to combat “careless 


tailoring” among clothing establish- 
did thousands of Akron 
pocketbooks. 


ments, as 


men with leaner At 
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any rate, we are glad to contribute 
this word of cheer to badly-fitted and 
unsatisfied customers. 

Our respects to “Anonymous” and 
to his constructive criticism! 

M. K. Jessop, 
Jessop Advertising Company, Ak- 
ron, O. 
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Says Tourist Market 
Is Still Untouched 


To the Editor: Recently our man- 
aging director, Don Thomas, who I 
believe you will agree is recognized 
as America’s foremost expert on va- 
cation travel, outlined the broad na- 


tional aspects of that subject before 


Letters are welcome. 


the business and civic leaders who 
comprise the New England Council. 

So pleased were New England 
Council officials with the treatment, 
they had the speech printed for dis- 
tribution to key business men in that 
area and a booklet also resulted. 
It is my feeling that men every- 
where in the promotion and adver- 


tising profession will be interested in 
this terse yet comprehensive discus- 
sion of travel habits and possibilities. 

One comment particularly might 
interest you as Mr. Thomas said: 
“We have been a little backward in 
this country in finding out that 
everybody benefits from the recrea- 
tional industry. Foreign nations have 
long been aware of the benefits of 
travel. Almost every foreign govern- 
ment has its own government bureau 
for attracting tourists and for 
taking care of them once they get 
them, and it is significant to me that 
the countries with dictators have 


been the most aggressive in tourigt 
development. In Italy, the thing 
they are doing to attract America 
tourists are amazing. They give, 
better rate of exchange for the qui 
lar. In Russia, they open up t 
crown jewels to show to tourisy 
In other European countries the, 
is a reduction in train fare, and y 
these concessions are simply to gy 
free-spending Americans.” 


MINARD FASSETT, 
Director of Publicity, The All-Yeuf) 
Club of Southern California, Ltj 
Los Angeles. 
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National Representatives: 


REYNOLDS-FITZGERALD, 


Color Representatives: 


The Salt Lake Tribune — 


MORNING AND SUNDAY 


INC. 


Member, ASSOCIATED WEEKLY 


Salt Lake Telegram 
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Wealth Productivity One car og? ‘5, average 
Annual 1 Sources) (16% above Vv: — 
(Four Princip $120 572,512 
ining «+: 244,466,379 58.3°, 
Memmufacturing 2:36 306,396 Farm Wired Homes. © ° 
Forming, a 36,000,00 (334% above S. aver — 5 
Tourist 1To 
$637,345.243 $17,680 
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k It’s a city for all practical sales strategy purposes—despite its vast 
area embracing all or parts of four states—because it is tightly uni- 
fied commercially, geographically and traditionally. & 
What gives this rich Salt Lake Market Area unique importance in 
any carefully planned merchandising program, is the fact that for all 
its size it is substantially served by one metropolitan advertising 
medium-—The Salt Lake Tribune-Telegram—with one of the lowest 
milline rates in the entire publishing field. 
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ADVERTISING AGE 


February 21, 1938 


Silent-Nite to 
Help Travelers 
Get Good Rest 


Minneapolis, Feb. 16-—-To get a 
good night’s sleep is the aim of 
many a traveler driving his own car, 
and to provide the proper rest for 
him Silent-Nite Tourist Home Asso- 
ciation has launched a national cam- 
paign to form a chain of approved 
private homes with rooms available 
to tourists. 


Silent-Nite assures an “indepen- 
dent income” and an “exclusive 
franchise” to those who qualify. 


Newspaper copy goes on to say that 
“an established tourist home or one 
wishing to start a tourist home will 
be considered if the home is com- 
pletely modern, located on or within 
two blocks of a U. S. or state num- 
bered highway within city limits and 


_ Cosmetics for Dummy 
Offered in Laux Rez 


| Seattle, Feb. 17.—A new use 
for Laux Rez, synthetic resin 
sealer and primer for woods, 
was found here this week by 
I. F. Laucks, Ine. in the form 
of a cosmetic for  ventrilo- 
quists’ dummies. Starting with 
a sampling campaign, the com- 
| pany assured Charlie McCarthy, 
| Chase & Sanborn’s radio light, 
that Laux Rez will “stop that 
insidious grain raise about 
which your own best friends | 
won't tell you. It works won- | 
ders on either softwood or 
hardwood so you can use it on 
your head or over your heart. 
It also keeps that lively unde- 
cayed look in the eye.” 


is equipped with the best of beds.” 
After a sufficient number of homes 
have been signed the association 


plans to go after tourist business 
with national advertising. Frizzell 
Advertising Agency is in charge. 


Becomes Partnership 


Byer & Bowman, Inc., Columbus, 
O., has been changed from a corpora- 
tion to a partnership, with Herbert 
Byer and Gus K. Bowman holding 
an equal interest and Joel Burghalter 
a minority interest. 


Weiss Advanced 


Richard E. Weiss has been named 
advertising manager of Samson- 
United Corporation, Rochester, N. Y., 
manufacturer of electrical appli- 
ances. He has been with the com- 
pany since 1936. 


Joins Kleen-Stik 


Sander Simon has been appointed 
Eastern district sales manager for 
Kleen-Stik Products, San Francisco, 
advertising adhesives. He will make 
his headquarters at 10 Park avenue, 
New York. 


Wheeler Warns 
Against Radio 
Monopoly Trend 


Washington, D. C., Feb. 15.—View- 
ing as monopolistic many current 
radio trends, Senator Burton K. 
Wheeler of Montana, chairman of 
the interstate commerce committee, 
today declared himself opposed to 
high powered stations, single owner- 
ship of large numbers of stations 
and network domination of inde- 
pendents. Addressing the National 
Association of Broadcasters’ conven- 
tion here, he said: 

“High powered stations are in di- 
rect competition with those smaller 
local units which heretofore per- 
formed an acceptable and commend- 
able local or regional service. High 
power places in the hands of one 
licensee, one man or group of men, 


Son A RM 


To the printer, or buyer of printing, faced with the prob- 


lem of producing attractive circulars, broadsides, folders. 


catalogs and booklets at low cost, an English Finish paper 


IONAL 


ONDEROG. 


moderate printing budgets. 


220 East 42nd Street, New York, N. Y. 


“For Better Results” 


is the answer. Striking results can be obtained. CHAMPLAIN 
English Finish is an accepted paper, particularly adapted 


to the requirements of modern printing and priced for 


INTERNATIONAL PAPER COMPANY 


Branch Sales Offices: BOSTON, CHICAGO, CLEVELAND 


Send for your copy of this new, instructive cir- 
cular. A request on your business letterhead 


will bring it to you. 


a 


BUFFALO CONFAB 


Lew Avery (left), WGR-WKBW sales dj. 
rector, talks over radio sales problem; 
with Ike Lounsberry, his boss, and Edga, 
Twamley, WBEN manager, at the Wash. 
ington NAB convention. 


a degree of power, both economic 
and political, that gives him tremep. 
dous advantage over his competitors 
and places in his hands a potentially 
dangerous means of moulding public 
opinion.” 

Another monopolistic trend is seep 
in the concentration of facilities iy 
identical hands, Senator Wheeler 
said. He pointed out that this cap 
happen nationally through owner. 
ship of local stations by networks, 
or by groups of important stations 
in key communities. 


Says FCC Has Power 


“This danger becomes readily ap. 
parent,” he said, “when we find the 
majority of the most coveted facili- 
ties reposing in the hands of the 
major networks, or in groups of indi. 
viduals.” He urged the Federa| 
Communications Commission to 
“cope” with the problem and _indi- 
cated that Congress has given the 
commission ample legislative power 
to do so. 

Certain stations have been guilty 
of partisanship in political issues, 
he charged, and added the warning 
that Congress demands complete im- 
partiality and the granting of equal 
time to all political opponents. 

“I fully appreciate that the fre 
quencies on which you operate were 
useless before you made_ invest- 
ments and put them into service,” 
Senator Wheeler said in conclusion. 
“Because you did put them into serv- 
ice does not, however, give you a 
property right. They will belong to 
the people and only as long as the 
public is properly served may they 
remain in your charge.” 


Campaign for “Jezebel” 


Warner Brothers Pictures, New 
York, has released a campaign for 
“Jezebel.” Full pages in color will 
be used in the April issues of (os 
mopolitan, Good Housekeeping, Pi: 
torial Review, Redbook, True Story 
and Woman’s Home Companion 
Newspapers and posters will also be 
used. 


Celebrates 60th Year 


Southern New England Telephon 
Company is using space in Connecti: 
cut dailies, commemorating its 60th 
anniversary. Batten, Barton, Durs 
tine & Osborn, Boston, handles the 
account. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVEBES 
IN CHICAGO 
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Service Calls 
Give Headaches 
to Newspaper 


Chicago, Feb. 17.—An epidemic of 
copy of irregular proportions and re- 
quests for unusual “co-operation” in 
contacting dealers are harassing 
newspapers at present, publishers re- 
ported at a round table of the Inland 
Daily Press Association here yester- 
ay. 

, Sai Tobacco Company and 
the Saturday Evening Post are 
among those recently using copy in- 
yolving “steps.” While some pub- 
lishers refused to break column rules, 


the majority complied with the 
wishes of the advertisers. 

Wm. Wrigley, Jr. Company has 
also asked unusual aid of newspapers 
in connection with its plan to use 
large space, ranging from one-quar- 
ter to full pages when the daily se- 
cures a reasonable number of pledges 
of display of the product from re- 
tailers. These names are used in the 
copy. While some newspapers de- 
clined to canvass dealers, the major- 
ity co-operated, it was indicated. 


Ask Check on Stock 


Automobile and proprietary medi- 
cine advertisers have recently asked 
newspapers’ aid in maintaining a 
check on dealer stocks. Most of the 
publishers reported that they re- 
gard such a service as outside of 


their province. Montgomery Ward 
& Co., Chicago, has been asking 
newspapers for lineage analyses, 
some publishers acceding, others tak- 
ing the attitude that such a service 
was outside of their proper sphere. 

A large majority of the publishers 
reported recent increases in their 
local rates. Tom Keene, of the 
Elkhart Truth, who presided at this 
session, said he is sending free 
newspapers to hospitals in his city. 
Other publishers reported that mer- 
chants pay for papers for hospital 
distribution, a sticker identifying the 
donor. 


Account to Houck 
Stone Printing & Mfg. Company, 
Roanoke, Va., has placed its account 
with Houck & Co., Roanoke. 


Booklet. on Posters 


McCandlish Lithograph Corpora- 
tion, Philadelphia, has issued a book- 
let showing the various 24-sheet 
poster production steps pictured in 
its film, “The Making of a 24-Sheet 
Poster.” 


Behan Adds Duties 


Joseph C. Behan, vice-president of 
Massachusetts Mutual Life Insurance 
Company, Springfield, has been ap- 
pointed in charge of sales and adver- 
tising. 


McAnally Promoted 


W. D. McAnally, formerly mer- 
chandising manager, has been ap- 
pointed assistant sales manager of 
James Barclay & Co., Ltd., Detroit, 
for open states. 


Van Riper Advanced 
Edward Van Riper has been named 
manager of the media department of 
Sidener & Van Riper, Inc., Indian- 
apolis agency. He was formerly an 
— executive and on the copy 
staff. 


Gets Baer Account 
Baer Laboratories, New York pro- 
ducer of Sulfurtone, liquid sulphur 
for baths and skin application, has 


appointed Kimball, Hubbard & 
Powel, New York, to handle its 
account, 


Holbrook Advanced 


R. D. Holbrook has been named a 
vice-president and member of the 
board of directors of Compton Adver- 
tising, Inc., New York. 


W HAT a courtship! “Love on the Run” may make a good title for a story 
but whether you plan to charm away her heart or her money, you can do 
it better when you have her complete, unhurried attention. 

Pursued by hundreds of advertisers as she pursues her daily routine and 
social evenings, the housewife or office worker is constantly distracted 


by various demands on her time. 


Make a “date” with her at the movies—the one time she will give you 
full individual attention. Flash your sales story on the screen—in Action, 
Motion and Sound demonstrate your product and describe its merits. 
Minute Movies impress through both the eye and ear simultaneously. Our 
coast to coast network of motion picture theatres offer 25,000,000 aver- 
age audience per week. You can select as much or little of this coverage 
as desired. Write today for complete details and facts and figures about 
how other advertisers are using this new selling force. 


GENERAL SCREEN ADVERTISING, INC. 


Member A. F. A. 


WRIGLEY BUILDING, CHICAGO, ILLINOIS 


MINUTE! 


sathadinta, ° 


MOVIES 


ADVERTISING 


Wrigley Building 


230 Park Avenue 
New York City 


National Sates Representatives: 
MACY & KLANER, INC. 

Chicago, Illinois 

JAM HANDY THEATRE SERVICE, INC. 


General Motors Bldg. 
Detroit, Michigan 
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Reliable “Nation’s Businesg 


But It Slipped on PHOENIX 


ee _—_ 


“‘Nation’s Business” map of December business, issued by Thhar 


condition as “‘Fair’’. Boy, that’s conservative! Thi sin 


ARIZONA LUXURY 
TAX COLLECTIONS 


(Arizona Tax Commission ) 


ee $129,027.60 
ee 132,057.82 
Gain 2.35% 

* 

PHOENIX GAS 
MERCHANDISE SALES 
(Central Arizona Light and Power Company ) 

December Year 
1906........ 490 units 4,637 units 
Es: 1,250 units 7,459 units 


Gain 155.2% 60.85% 
* 


MEDIA RECORDS CITIES 


No. Cities measured............. 59 
No. Cities showing Dec. 1937 
gain over Dec. 1936... .__. .15 


Phoenix in percentage gain 
ranks 8th 


Arizona Al 
Sez: 


“I’m not much on fig- 
gers, but these here 
’stistics look mighty 
’mpressive. This here 
Phoenix is a growin’ 
faster than a cowhand 
\ can eat flapjacks. So 
fast that the herd has 
stampeded thet corral 
we calls city limits and 
is scattered all over the 
x14, range. No wonder busi- 
ness is gettin’ bigger 


. 
—— 
‘ 


Ss and better—.” 


Boy 
 &y 
ae 


you that Phoenix and Arizona are the $Id . 


ARIZONA 
MINING PRODUCTION 
(Mining Journal ) 
eet Sua aareee $57,800,000 
eS ue ae es eee 89,800,000 

Gain 55.3% 
* 

PHOENIX 
REPUBLIC and GAZETTE 
CIRCULATION 
(Based on ABC Records) 

Dec. 1936............ M&E 50,570 
ee M&E 54,503 


Gain 7.77% 
* 


PHOENIX ELECTRICAL 
MERCHANDISE SALES 


(Central Arizona Light and Power Company) 


December Year 
1936...... 9,065 units 69,587 units 
ee 10,475 units 78,898 units 


Gain 15.55% 13.38% 


* 


DEPARTMENT 


STORE SALES 
(Twelfth Federal Reserve Bank) 


PHOENIX 
December 1937 over December 1936 


Gain 6% 


Year of 1937 over Year of 1936 


Gain 6% 


ARIZONA 
December 1937 over December 1936 


Gain 8% 
Year of 1937 over Year of 1936 


Gain 15% 


ARIZONA 


BANK DEPOSITS 


(Arizona Superintendent of Banks) 


Dec. 31, 1936......... $76,445,522.6 
Dec. 31, 1937......... 84,070,947.42 


Gain 9.97% 
* 


ARIZONA 


AUTOMOBILE TRAFFIC 


(Border Station Count by Arizona Departmen, (Cen 
of Horticulture and Agriculture ) Dec. 


Dec. 1936 .................. 48 393, Dec. 
Se 56,642 


Gain 17.04% 
* 


PHOENIX 
POST OFFICE RECEIPTS) (Mo 


(United States Post Office) Dec. 


December Year 
1936....... $81,788.49 $597,225.04 
1937....... 86,244.80 676,327.83 


Gain 5.46% 13.25% 
- 
- PHOENIX AVERAGE 


DAILY SCHOOL 7" 
ATTENDANCE Dec. 


Dec 


Metropolitan Area 
(School Superintendent ) 
Dec. 1936................... 19,692 Dec 
Dec. 1937................... 20,4258 ne 


Gain 3.7% 


. 
PHOENIX 


BANK DEBITS 


(Twelfth Federal Reserve Bank) 
Dec. 1906 .............. $51,269,216 & 
Dec. 1937 .............. 52,242,559 


Gain 1.9% 


Wk. end. 1-27-37 ......... 
Wk. end. 1-26-38 ......... 9,781,000 
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February 21, 1938 


ADVERTISING AGE 


¢ Knows About the Nation 
ARIZONA---and Here’s Why | 


Thghamber of Commerce of the United States, shows Arizona’s 


[ha simple, easy-to-understand statistics will prove to 


» ‘Bid Spot of America’’--I’ll bet, I’ll bet! 


ARIZONA 


GASOLINE SALES 


(Arizona Highway Department ) 


20m Dec. 1936............. 9,488 968 gal. 
Tie Dec. 1607...........5. 9,852,962 gal. 


7% Gain 3.8% 
* 


PHOENIX 
IC GAS SERVICES 


tment (Central Arizona Light and Power Company) 


SS eee ere 12 870 
39 Serr 13 774 


642 Gain 7.02% 
* 


PHOENIX 
TELEPHONES 
TSE (Mountain States Telephone & Telegraph Co.) 


Dec. 31, 1936................ 17,610 
ke 19,158 


25.04 Gain 8.79% 
7 x 
GROSS SALES 


F (Arizona Tax Commission ) 


PHOENIX (County) 


i. MO ae vases vend $5,704,905.14 
ee 8,526 365.80 


Gain 49.45% 


ARIZONA 


ore Dec. 1936............ $17,191,395.19 
7% Dec. 1937............ 22°564,705.25 


Gain 31.26% 


BOB HALL 
_ National Advertising. 


Manager 


Representatives— = | 


| WILLIAMS, 
LAWRENCE & 
| CRESMER 
CO. 
ft New York, : 
. Chicago, | 
ft  —__ Detroit, 
f= Los Angeles, 
a 4 San_Francisco 


PHOENIX TOTAL 


ADVERTISING LINAGE 
(Media Records ) 


Dec. 1936...... ..... 1,124 283 lines 
Dec. 1937............ 1,191,616 lines 


Gain 5.99% 
* 


PHOENIX ELECTRICAL 
CONNECTIONS 


(Central Arizona Light and Power Company ) 


NE ee 22,622 
Ae eee 23,729 


Gain 4.89% 
* 


ARIZONA 
AUTOS IN OPERATION 


(Arizona Highway Department ) 
Dec. 31, 1936...... ... ....120778 


Dec. 31, 1937............... 136 315 
Gain 12.9% 
* 
RETAIL SALES 


(Arizona Tax Commission ) 


PHOENIX (County) 


Dec. 1936............ $4,163,445.96 
Dec. 1937... "4,953,905.41 
Gain 18.98% 

ARIZONA 
Dec. 1936........ ... $ 9,845,664.76 
Dec. 1937.......... 11,170 383.78 


Gain 13.45% 


FORBES SALES 
HIGH SPOTS 


January 15, 1938 


Phoenix starred 2nd consecutive week. 


Arizona “best territory” 2nd 
consecutive week 


* 

PHOENIX 
WATER SERVICES 
(Phoenix Water Department ) 

Ss i eee 12,676 
& Se ree 14,124 

Gain 11.4% 
* 
PHOENIX 


BUILDING PERMITS 


(Phoenix Building Department ) 


© De $1,531,701 
OP, csxeoaiaeaenl 2'036,984 
Gain 32.98% 
* 
INDEX OF 
RETAIL ACTIVITY 


(Retail advertising volume of 79 Important 


Markets from Advertising Age) 


4 wks. end. Jan. 22, 1937 472,430 lines 
4 wks. end. Jan. 23, 1938 586,712 lines 


Phoenix Gain 24.2% 


In percentage gain in the 79 markets 


Phoenix Ranks SECOND 


DICK LEWIS, General Manager ab 


Representatives— 


-E. KATZ SPECIAL 
ADVERTISING 
| _AGENCY 
a 
Kansas City, Dallas = : 
ALTER BIDDICK CO. 
Los ia: Ve — Francisco, 
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ADVERTISING AGE 


February 21, 1938 


ENDORSEMENT OF 
INLAND DAILIES 
WON BY BUREAU 


By MURRAY CRAIN 

Chicago, Feb. 16.—Endorsement of 
the expansion plans of the Bureau of 
Advertising, American Newspaper 
Publishers Association, was extended 
by the Inland Daily Press Associa- 
tion at its 54th annual meeting at 
the Hotel Sherman yesterday, follow- 
ing an address by W. A. Thomson, 
director of the bureau. 

The resolution was adopted unani- 
mously after Frank D. Throop, pub- 
lisher of the Lincoln Star, and a 
past president of the association, pre- 
sented it with the explanation that 
such endorsement does not require 
membership in the Bureau itself, nor 
commit any individual member of 
the Inland. 

E. R. Chapman, 


general manager, 


“BUD” READY TO BLOSSOMI 


Agency executives, attention Alert 
young man, twenty-three, nearly ready 
for ‘brackets.’ Seven months in small 
agency. Copy possibilities unlimited; 
also untouche All propositions con- 
sidered 


Box 1364, c/o Advertising Age, Chicago 


DISPLAYS 


Designers & Builders 
CONVENTION -EXHIBITS 


WINDOW, muvenes & TRAVELING DISPLAYS 
‘ee 


ADVERTISER'S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill.-Webster 4236 


Flint Journal, was elected president 
of the association at the concluding 
session yesterday, succeeding Robert 
R. O’Brien, business manager of the 
Nonpareil, Council Bluffs, Ia., who 
becomes ex officio director. Tom H. 
Keene, The Truth, Elkhart, Ind., was 
elected vice-president. 

Suggestions regarding a change of 
policies by the Audit Bureau of Cir- 
culations were injected into the open- 
ing day’s discussion, but found little 
support and were dropped without 
prolonged discussion. One idea was 
that the ABC should require a mini- 
mum subscription charge as a mem- 
bership requisite. This suggestion 
was aimed at shopping guides, said 
to be charging i or 2 cents a week 
in some cities and thus having the 
semblance, at least, of paid papers. 
Another was to eliminate bulk sales 
from the paid circulation classifica- 
tion, but it aroused even less enthu- 
siasm than the first proposal. 


Explains Bureau’s Plans 


Mr. Thomson, explaining plans of 
the Bureau of Advertising, said that 
the Bureau has no objection to for- 
mation of sectional groups, several 
of which have come into being re- 
cently, but that what is primarily 
needed is an organization to sell the 
newspaper as a medium, rather than 
merely compete for existing volume. 

While newspapers have made a 
somewhat better record than is gen- 
erally supposed in the fight for the 
national advertising dollar, Mr. 
Thomson indicating that they got 44 
cents out of this dollar in 1937, the 
medium requires more efficient sell- 
ing, he said. He asserted that the 
newspaper is supreme in the local 
field, as the result of close contacts 
with local advertisers and that this 
success can be duplicated in the na- 
tional, if the same principles are 
applied. 

The Newspaper Advertising Execu- 


tives Association, which in 1935 
launched the movement for united 
effort, performed a tremendous serv- 
ice to newspapers as a whole, Mr. 
Thomson said. 


Elect New Directors 


The Inland Daily Press Associa- 
tion elected three directors for 
three-year terms, as follows: F. E. 
Milligan, Tribune-Monitor, Fort 
Scott, Kan., re-elected; Maj. H. B. 
Burgoyne, Standard, St. Catherines, 
Ont.; C. F. Karsteadt, News, Beloit, 
Wis. 

New state chairmen (formerly 
called vice-presidents) are: 

Colorado, Earle Hitch, Fort Col- 
lins Express Courier; Idaho, E. F. 
McDermott, Idaho Falls Post Regis- 
ter; Illinois, Loring C. Merwin, 
Bloomington Pantagraph; Indiana, 
Gardner J. Thomas, Marion Chron- 
icle and Leader-Tribune; Kansas, 
Oscar Stauffer, Arkansas City Trav- 
eler; Iowa, C. R. Rabedeaux, Musca- 
tine Journal and News-Tribune; 
Kentucky, Edwin J. Paxton, Paducah 
Sun-Democrat; Michigan, George B. 
Dolliver, Battle Creek Moon-Journal; 
Minnesota, J. A. Callahan, Mankato 
Free Press; Missouri, L. M. White, 
Mexico Ledger; Nebraska, Fred Sea- 
ton, Hastings Tribune; New York, G. 
B. Williams, Geneva Times; North 
Dakota, M. M. Oppegard, Grand 
Forks Herald; Ohio, . A. Chappell, 
Chillicothe Scioto-Gazette; Oklahoma, 
H. H. Horton, Okmulgee Times; On- 
tario, Canada, W. J. Motz, Kitchener 
Record; South Dakota, R. L. Owens, 
Aberdeen American-News; Utah, J. 
F. Fitzpatrick, Salt Lake City Trib- 
une-Telegram; Wisconsin, J. C. Stur- 
tevant, Wausau Record-Herald; Wyo- 
ming, Alfred G. Hill, State Tribune, 
Cheyenne. 

At a meeting of the directors fol- 
lowing the election, they reappointed 
John L. Meyer, Chicago, as secretary- 
treasurer. 


4s Measured by Medta Records, Ine. 


Again in 1937 THE NEWS’ LED 
THE BUFFALO LINEAGE PARADE 


BuFFALO EVENING NEws 


(A Six-Day Newspaper) 


Published 


@ MORE RETAIL DISPLAY 

@ MORE GENERAL DISPLAY 

@ MORE AUTOMOTIVE DISPLAY 
@ MORE TOTAL DISPLAY 

@ MORE CLASSIFIED 

@ MORE TOTAL ADVERTISING 


Than Any Other Buffalo Newspaper 
Daily and Sunday Lineage Combined ! 


More General Advertising than both other daily newspapers combined. 
Third in Total Lineage among New York State daily newspapers, in- 


cluding Metropolitan New York. 


Third in Automotive Advertising among all daily newspapers in the 


United States. 


Led the next Buffalo daily newspaper by over 2 million lines in Total 


Retail Advertising. 


Carried more Department Store Advertising than both other Buffalo 


daily newspapers combined. 


This record proves that “Editorial excellence is the foundation of a 
good advertising medium.” 


Western New York’s Greatest Newspaper 


NATIONAL REPRESENTATIVES—KELLY-SMITH CO. 
NEW YORK-—CHICAGO—BOSTON—PHILADELPHIA—ATLANTA—DETROIT 


BurraLo Eventnc News 


EDWARD H. BUTLER, EDITOR AND PUBLISHER 


—— 


When it comes to co-operative ad- 
vertising, the California Fruit Grow- 
ers’ Exchange is without much ques- 
tion the daddy of ’em all. Its Sun- 
kist propaganda was started away 
back in 1907, 
and it is still 
the most impres- 
sive example of 
successful farm 
relief. 

In the indus- 
trial field the 
manufac- 
turers of cast 
iron pipe wear 
similar laurels 
with such mod- 
esty that hardly 
anybody knows 
that this group 
is now starting its twenty-fourth con- 
secutive year of co-operative adver- 
tising. Its campaign, like Old Man 
River, is rolling along, but unlike 
that venerable spirit, it is saying 
plenty. 

It was in 1915 that the leading 
manufacturers of cast iron pipe de- 
cided they had a story to tell which 
could properly be signed by the in- 
dustry as a whole. So the Cast Iron 
Pipe Publicity Bureau was organized, 
and an advertising campaign pre- 
sented to the readers of general, mu- 
nicipal and industrial publications. 
It’s still going. 

The man whose name the advertis- 
ing has made nationally famous, but 
who thus far has successfully escaped 
presentation to advertising clubs, 
publicity conventions and how-I-did-it 
glorification meetings, is a young 
Chicago engineer, Thomas F. Wolfe. 
His signature appears in all adver- 
tisements. Since he joined the or- 
ganization only 17 years ago, how- 
ever, he does not recall the reasons 
why the group name was changed to 
the Cast Iron Pipe Research Asso- 
ciation. Some smart advisor, how- 
ever, undoubtedly suggested that pro- 
motion for cast iron pipe would be 
more readily accepted if it were not 
labeled “publicity,” and also that if 
the name of the research engineer 
were included, it would carry added 
weight and conviction. 


Cast 


One of the unique features of the 
cast iron pipe advertising is that it 
is not intended, like most co-opera- 
tive campaigns, to develop new mar- 
kets. As a matter of fact, cast iron 
has been the preferred type of soil 
pipe ever since engineers learned 
how to make water run up-hill. The 
advent of competitive materials, 
however, gave the industry some- 
thing to think about, and hence the 
advertising was developed to protect 
the markets which it was already en- 
joying. 

In spite of competition from sey- 
eral other types of pipe for water, 
gas and oil, the association found 
that when the books were closed for 
1937, cast iron pipe had been awarded 
83 per cent of the available tonnage. 
This figure even includes some sizes 
and classifications for which cast 
iron pipe is not available. Come to 
think of it, it’s a pretty good batting 
average. 

The association advertising can 
hardly be rated as directed to a static 


Thomas A. Wolfe 


Iron Preferred 


INDUSTRIAL PIONEER 


Cast Iron Pipe's Co-operative Advertising Now in Its 
24th Consecutive Year 


BY G. D. CRAIN, JR 


—. 


market, however, for the extensions 
of water and gas systems which are 
constantly going on, with shifts of 
urban populations and growth of de. 
mand for service, make a market 
which is not only growing, but wil] 
continue to grow. 

Americans consume more water 
per capita than any other nation, ang 
the national bathing habit, to which 
practically the entire population is 
addicted, seems to prophesy great 
things in the future for water com. 
panies, bath-tub manufacturers, 
plumbers and producers of cast iron 
pipe. Mr. Wolfe even believes that 
one of these days the American home 
will have a bath-tub for each bed. 
room, which will be good news for 
all concerned. 

WPA activities during the past few 
years have helped to increase the 
market for cast iron pipe, since wa- 
ter systems have been among the 
public works projects generally ap- 
proved by Washington. As a result 
most communities of 500 and up now 
have their own water supply systems. 


$100,000 for Advertising 


The annual budget of the associa- 
tion is around $140,000, of which over 
$100,000 goes into advertising. About 
80 per cent of this is for space, and 
the remainder for house organ work, 
booklets and other publicity activi- 
ties. Active research is carried on 
by Mr. Wolfe and his associates, so 
that the name of the association is 
no misnomer. Its job is both re- 
search and publicity, and the results 
of research make good copy for ad- 
vertising. 

A postscript, which should be in- 
teresting to all advertisers whose 
products are bought or used by gov- 
ernmental bodies, is that 1938 cast 
iron pipe ccpy is addressed especially 
to tax-payers. The savings to be 
made through the use of long-life 
cast iron pipe are to be constantly 
kept before the owners of property 
and payers of taxes; and in view of 
the fact that tax-payers have been 
kicked around not only in Wash- 
ington, but at every state capital and 
city hall, it is easy to understand 
why the advertiser who rises up and 
speaks a good word for the man who 
supports government will get an un- 
usually sympathetic hearing. 

In fact, the down-trodden tax-payer 
of today may be the man who before 
many years will decide specifically 
how much money government will be 
permitted to spend to serve him, and 
exactly which services will be main- 
tained and supported in the style to 
which they have become accustomed. 
When that time of reckoning arrives, 
the chances are very good that cast 
iron pipe will be on the approved 
list. 


Form Association of 


Beer Distributors 

National Association of Beer Dis- 

tributors has been organized in Pitts- 

burgh, with Thomas F. O’Connor, 

sales manager of William B. O’Do2- 

nell, Inc., Detroit, temporary pres! 
dent. 


Linton to Open Branch 

Ray Linton, Chicago radio repre 
sentative, will shortly expand to 4 
national basis with opening of a” 


office in New York. 


OUTDOOR 


Suburban 


TELEPHONE LINCOLN 1770—1345-55 FULLERTON AVE., 


_O:zx=> Identification Signs 
Erected Nationally 


Consult us when planning to erect 
point - of - purchase identification 
signs or Highway units. Flat rate, 
no crating, shipping or warehouse 
charges. 


Write, wire or phone‘for details. 


ADV. CO. 


cHIcAGo 


Ch 
dail; 
publ 
prov 
pany 
ers’ 


pres! 
the 
here 
In 
will 
ing 
on | 
emp 
insu 
trad 
anti: 
said 
tion 
hoo, 
resp 
will 
a m 
prod 
of tl 
prov 


Ri 
Blu} 
of tl 
seco 
anti 
he © 
city. 
mak 


situ 
eral 
nom 
ing 
sert 
vert 
pric 
T 
pay 
volt 


eee | eo: 4g eee " Se We {Oe x BG ke Fh es een SS a nh ee UE ge — 5 Lee SO ss mee, « Lethly, “Seam 
ae eS” heme ws a Cae oe Je: Peg Pir) sine Wage ge oe OF. ST ee heyy tee ie a i ee ea ee | a eM. ea le Rees ie ef 2 eS eae oe ee 
ik oe 4 ? : a <n ya 
= 22 ee fF 
ie OO eee _ 
ee 
ng as 
Be age 
Sat ’ 
Ge Sti 
a | 
sme Ts ee 
le 2a: 
ate it ae 
cs oe 
i eae. 
en eile. 
‘eee e 
ae 
“aye oe PT 
os 
Le eae ee 
Be a3 Ris Z 
x 
poe tay 
eee. eee 
= “9 
a 
pats Pas St prog 
ig and 
4 a > ag 
7 ae cent 
— pee ee ) own 
a : fact: 
es . 
ciel 
Be as 
Beit a q 
abet 
Br ee Ns 
eae ‘ 
poe 4 56 P 77 , - . : - : 
Beaty Ya em. ° iis 
ee a Ye : 
on 7. . 
1. NS va 
6 es NE lous 
vor: i -. WZ = EE vant 
x ae te A f : 
a } vig 7 - y L proc 
. i ey) ~ ‘ 
i ‘, be 
_ =) whil 
: : \ © po no 
Pe om a. Be ture 
‘i g Ne was 0 Ae mill 
air Ree) | has 
ee Ge 9 e j 
ee —. | o 
Jaa oe . v dict 
ee, Fh died 
ay ee P FJ 
se ae e = * 5 | 
ae eb ; | oe 
Bee ees, er 
ees / es 
Es iff of | 
ee pb 4 4 dans 
tg oe ey Hen Vif 4 
Bish Rian / 
eee 4 ~S 
i y “ at | 
Wek 4 V anaes ¥ } 
oe : ‘ y 
on A y 
oe ’ Wj a Ly j y 
iain a ee 
wae @ y LL enna 
oe 3 
sas [ wees 
—_ L a 
-s5 om 
‘aes ; SS 
a 4 »" & 
oo ? e Z ie 4 _ ~] 
.. } Te _- $7 
ee f| _ 
at: 
Bo em 2 spun’ 
Bess 
Be ; 
+ hee a 
nate. 
. . . ee | Gu 
Bs G “ 
a ee 
a 
. ee 
ie: . 
ee 
be 
oo Bs. Saal elem inane ee y 
i Ror ote rtp 
ae Sa aes 
tit Si) seen ala 
ee ee 
ol 
Bre ee oe SONGS V5 RO Ye 8 Ree Pe ripe y nt gel Ws tag ON Nac me ch AN aa art wy eh Le rt Rea igY o2 Oy eh a Di gn ea rr re aCe a rye ween i RT Sete SS 6D 


—_—_— | rm@e 


een 
ash- 
and 
and 
and 
who 


te, 
Se 


February 21, 1938 


ADVERTISING AGE 


— 
4 


23 


ADVERTISING’S 
COUNTER-ATTACK 
GETS UNDER WAY 


Chicago, Feb. 16.—Six thousand 
daily and weekly newspapers are 
publishing pro-advertising material 
provided by Crowell Publishing Com- 
pany over the signature of Consum- 
ers’ Information, Edward Anthony, 
press Service director of Crowell, told 
the Inland Daily Press Association 
here today. 

In addition, the Crowell magazines 
will shortly initiate a series describ- 
ing the myriad activities which go 
on behind the advertisements, with 
emphasis on product research which 
insures constant improvement in 
trade-marked lines. Most of the 
anti-advertising groups, Mr. Anthony 
said, have made capital of the allega- 
tion that advertising is pure bally- 
hoo, with no accompanying sense of 
responsibility. The Crowell series 
will show, on the contrary, that when 
a manufacturer places his name ona 
product, he guarantees performance 
of that product and its continued im- 
provement. 


Asks Local Studies 


Robert R. O’Brien, of the Council 
Bluffs Nonpareil, retiring president 
of the Inland Daily Press Association, 
seconded Mr. Anthony’s narrative of 
anti-advertising propaganda, saying 
he had encountered it in his own 
city. He urged Inland members to 
make local investigations of the 
progress made by subversive groups, 
and to report their findings to the 
central office, while conducting their 
own local campaigns to reveal the 
facts. 

Mr. Anthony said that the present 
situation proves that there is a gen- 
eral lack of appreciation of the eco- 
nomic functions of advertising, mak- 
ing consumers receptive to such as- 
sertions as “When you buy an ad- 
vertised product, you pay a heavy 
price for ballyhoo.” 

The anti-advertising sniping has 
paved the way for a considerable 
volume of substitution, the Crowell 
representative said, some unscrupu- 
lous retailers being quick to take ad- 
vantage of the opportunity to offer 
products which permit them longer 
margins of profit. 

Mr. Anthony made the point that 
while a person has redress when his 
character is libeled, the manufac- 
turer who has devoted his life to 
marketing a product, and has spent 
millions of dollars in advertising it, 
has no legal defense against defama- 
tion of that name. Some day, he pre- 
dicted, this situation will be reme- 
died. 


Attack Felt Hats 


Meanwhile, the crusade against ad- 
vertised products goes on. Some of 
the latest allegations from the mills 
of consumer groups concerns the 
danger of mercury poisoning through 
the use of felt hats, although no lab- 


MILLION 


Metropolitan 
Weekly coGAv Gen 


oratory has ever been able to find 
mercury in such products in sufficient 
quantities to have the slightest effect 
on the human body. 

One anti-advertising organization 
has just issued a moving picture 
which conceals its lack of logic by 
appeals to maternal instincts, depict- 
ing, for instance, the child in its 
nursery playing with lead soldiers 
and thus courting a fate as horrible 
as that of real soldiers. This is ef- 
fective propaganda, in spite of the 
fact that it is impossible to buy lead 
toys in the United States today. 


Blomgren Issues Chart 


A chart of Ben Day shading medi- 
ums has been issued by Blomgren 
Bros. & Co., Chicago. 


Karl Frederick to 


Contact Auto-Lite 


Ruthrauff & Ryan, recently ap- 
pointed to handle advertising of 
Electric Auto-Lite Company, will 
contact the account through its De- 
troit office. 

Karl Frederick, formerly of the 
Chicago office of the agency, is ac- 
count executive, with headquarters in 
Detroit. 


Buys Ervin Service 


George S. Johnston, Jr., president 
of Johnston-Hunt Advertising Agency, 
Inc., and G. S. Johnston Associates, 
Inc., Buffalo, N. Y., has purchased 
Ervin Service Corporation, Buffalo, 
producer of syndicated advertising 
for laundry and dry cleaning fields, 
and will become president. 


Maison Jeurelle, New York, is introduc- 
ing this display which “brings to life" 


the source of scents for its bath salts. 


Industrial Marketers 
Hear Copy Criticism 


Industrial Marketers of Cleveland, 
local chapter of the National Indus- 
trial Advertisers Association, on Feb. 
11 staged the premier showing of a 
sound-slide film of advertising criti- 
cism developed by the Copy Chasers, 
anonymous critics who scan indus- 
trial advertising for Industrial Mar- 
keting each month. 

The film, which was presented by 
Ralph O. McGraw, editor of Indus- 
trial Marketing, attracted the largest 
audience ever to attend a meeting of 
the Cleveland chapter. 


Gets Maytag Account 


Maytag Company, Newton, Ia., has 
appointed McCann-Erickson, Inc., to 
handle its account. 
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Farm Flomes of the _ , 


Rocky Mountain Region! 
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KLZ’S “Rocky Mountain Roundup” Corrals 
a Huge Early-Morning Rural Audience 


@ Six mornings a week, early-rising 
ruralites of the Denver-Rocky Moun- 
tain region (and urbanites, too) tune 
to this lively, live-talent show featur- 
ing their long-time top favorites, 
Captain. Ozie and the Colorado 
Rangers. 


Smoothly tailored to the measure 
of the Rocky Mountain area under 
the direction of one of the country’s 
foremost producers of farm radio 
programs, the “Rocky Mountain 
Roundup” wraps up weather, mar- 
ket, road and farm information of 
prime interest and importance to 
mountain folk in a package of 
breezy breakfast-time entertainment. 


Evidence of this program's popu- 
larity filled KLZ’s mail bag almost 
instantly . . . and has continued to 
increase. 


With scores of locally produced 
shows of this same calibre and 
popularity supporting its strong 
schedule of CBS programs, KLZ 
offers a concentration of audience- 
appeal which makes KLZ-listening 
the most popular pastime in the Den- 
ver-Rocky Mountain region. 


LRA Denver 


Affiliated in Management with WKY, 


A Station-Tested Program 
with aReady-Made Audience 


The Rocky Mountain Round- 
up, broadcast from 6:00 to 
6:45 a. m. every weekday, is 
now available for sponsorship 
in whole or in part. This pro- 
gram provides a tested vehicle 
with which to take your 
product's story into the rural 
homes of the Rocky Mountain 
region. 


Write or wire for full details. 


Represented Nationally 
By The E. Katz Special 
Advertising Agency 


Oklahoma City and The Oklahoma Publishing. Company 


ie = fee ees ‘ge tee Pls ith ar ete Se ee 1a OL ee Cee iy Aer Pe AM RR ee Me od am Cotman A, SoM ore ee 
ae aa : 4 a oe ; . ; Rig if i Ay * é XA ASS ae geen : BY she oe Se a Se, ee me nae ee sli se a eee ee ee ae ee te 2 ere aT 
ae — f SB obits si a Ree a eed, Or pnt 2 é a 3 rT a ro) are ‘ Zz? one et dil e ith Wee ee as a a ee ie x “J 
Ye, a se O es AE IE Ae gin a We Beek ke Be a aie ¢ a MIMO, er eM hoe eh ees ean Sor ea Sate war ae ty 
oe eee teak RES OH ey ae ay ao a Re etn aR Seat Rae Pa ies| fie: oe te See “a Feo 
ie eheg ns it oes gs Se 2 ee ee) Pe Oe Pa RE ae, Bes tay” Pri Sy tm Gah Fem Seay ee ae a ie rian: a: a ee nd A ee : if 
< , x . “ae 5 “ eee: ~ ree ~ Et FON as ay Pep A Fel teed yk CREE vi pe % cao “as cee i, ae , *S * 
4 / wor : fr 4 7 ae ote = age ie | ae a> ae ee : ey i) gt 4S Ey He 
Hu ‘ : ed a Be ee ar ere me ue ee > . 4 r 7 re, ae bee ip 
x 4 ‘ Ms Pr : ae 7 - eae es 3 2 ; ee z parr eye } aia wie 
A He RP > Ne He a A ee NSPS ES NEN i RR MS nL ‘ 
By Sis P 
ee 
| FC ‘ ss 
nth el a 
ae ee Vie ae SM eS é ane 
2 : n fi eo Poe : 
. Ps a | Hie? 
a ¢ AG i iy : 
957 2 * Pe i 
te SW civ RE ae Wits Spe 
8 EIS elects ; esl 
. Pie. - i i oe 
e oe at 5 hap 4 \ ee ct A ei 
Spaniel ~~ in i pier, : ) 
- ; : aii 
t £. “ = . 2 ie eee a i 43 ~ an 
| of ee ae ee 
— : ce eae ee 
p- - oo A ae — f be 
a Pst i 
- ie | 
I] io ceaeenamened h ; ay ower 
Pe ’ eae elt 
iY ot ‘Ta ae ane 
d | ee _ : 
h iodine | oo 4 2 -_ 
Is Po | Ber: es Be a 
it ke eis. ————- 
: a ————$ | 
8, | re 
o | 2 ati oe 
nn  _ —_———_____—_______________} | 
at hai 
1€ are 
d oe 
. ee. 
or i eae 
Res a er se eee } : ee 
Ww pS ties ee ie fe eee De RS ME AME A i Se P ic cdl a ‘ ‘oie taad 
he : BR ea Nee ee ae ere Cem ee rn ee — ee e ree 
Beige Po San ae " ae Tg ceili ag Dg Rent eget oo M9 aa sats : ne Pri ie 
° ; Hees hole Lat Krad See te ey le ‘Re ks ad k. ad ae ‘ 
; ‘ F r pa, Sone ae SS arn , : SP a 
| Srey o ——— pS Bets grag 
he a —— tt ied Bev | 
ip- a : te a ; ee ae 
eae = SS a See 
lt ae, ae : * — ~e 
Ww — ee oe a ay 3 : i 
ae : ae « ware: ae os poe ae init St hoo Rete ; nats: 
emirnee 7 es oe a i a PA = ne aes 
ns. ; vie p E ae " fen tape pes es Sokd ‘ oe 
eles en : * i eae : " : ae hi : 
& Es : oer sa de a aS : * é ; a oe 
ia . | He a fata ama! ae 
, - Peer iy Reig ' elon ; : » re aa a eee” Se Sachs ee) 
rer P| fe ee Sa elt’ e eg: : a eae aaa: be et een i : sk a 
he oe Pater vee oo? eee ae ¢ age ‘ LP Se ease ee. ot 7 " ee ey : dete oe 2 Ns ‘ et aa 
rhe hh Ot ie Baas es ae 2 Se NE ete aa i ati ia: ae = Ri Oe en ees 3 ' peer is a 
ut (eee Oe, ges omen Sar a) eT a hie Weegee, 3 eee tk Mn an in an ao fm Sa Sa a es pee oe 
ae eeu a . gS La 4 f aes 
: 7 eat om a) : aves ‘ ae ee 18 PR By sb Fy. 3 ‘j Adare 
° os gk eed : 4 L cletewnd Wie 
rk, 7 Op ~~ Fey Cae ’ ®- ees & i a ea 
a | 5 ie 5 Ca Se 
Vi- In e f ‘ ee : da ? ‘ ee - 
on t Fe te ke wu , ‘ ~ P “f i : 
; —) fe : 4 ere | ee : 
so - »*, < Dee da ae 
is E aoe =f ; ee oon oe 
: s t : i ee ce ae te 
i ‘ ail ue ; 
re- P = J ex ; y i % Lai Bouse 
‘Its Warp ae Na 5 | oe 
] vi al ie Fe ee ee. ar ee " 
; a iw: Cees or ‘ Hs Bo) 8 , At " v~ a 
: : hie : Cane a | rin . ae ' 
P : a eas ae > : ¥ ae 
in- | ee 4 oe a ae ‘<< oH 3 ¥ eM es he 
. ‘J <s ae é oe ay : a ay : oo 
ose ee . , a oo i . 4 " : ne Fak i 
Sse EES 3 ~ = : é r : - _— : i 5 P x oe + ne 
;OV- ee ; : i . - ss aN ae iS 5, a f S , : : : ea 
hes he: aE 4 es cae me = be eae 
‘ast eons Le a WR 5 <i oie ee P a ere oN 
ally - 3h A Pe Gee: , abet . 
ae an . a Ce Se # eS : oe, ee x, * 
be | F ‘ ! ‘ “a actor cae wah e rye i: A $3 3 a i ' me “S3 a 4 et 
‘i : | oe 4 : pan a% ‘ See 4 << Sa, 2 ee 
: | fs x ae ce —_ ve Re ae een ied yee eit a . So Fo ‘ 5 es 
life .-3 . ; $ ca § } ” La : : ne r" al Site rik ae PS gs £ 4 , we Ps ae 4 F 
# 8 ; % aes Soe at” ee Recs: i a4 : : ll 
“ a Se iv ~ OY Res i - = “ a : ee a 
atly } : Lik rts ‘ mo ee * aa tae : 5 Oe — « Pe ORs 
‘ % ee F a ey . RS a 4 oe oe — ae 
aTly Oh Te ; ’ "to ee. 5, re ae a Sb: fe SOS F Pee at 
rty ory eee - a ‘ - aia ee am) eee ‘ — "4 a Peg 2 as oo : a : Bs 
,of & F ey aie LR eee ao ee — ll . . ee oe oe 
J fearon iy fk a ee oa ‘ ae in. Cary eee i Pier t > ie - SRS et er 32 fe 
; Pee Ve, ee * j 4 ¢ al ‘ar ' 3 Sys Bho Sete x 
3 meee as. ae F : eae + ee ‘ 2 . d : ta ik oy See ae : oS 
| ir oa a va _ i me ch ee 1 % , » 3 ens a : ‘ 
ye i ~* | Oe Se Atte a. F ye ay Gates OF oS ae ae ae ‘ 
a gage eee ‘ “ “* 5 é "stp cla a ‘ i ; Ys ee eee eS ere ete ; 
Pedic: is. . on ae , ‘ ‘ ee itd ss s . . pin): ies i Rech cai ai 3 
| Sp hte wey , a sy ts * . et ? © ’ bg au eee ae sae ad pen ae a oe | 
pe . Me mame te aes" eet ie. ses ' BE rs eS cn Fe ets 
es" “yale SN ae = n° 8° oe ; — —ltti—i‘—S eet. 2 REN ae mag a A - 
aba: i i ig he, x > ¢ tee re : cee es goes fo ais ies oad re 
i.e Cena See ” : “e% RR eae iti, 2 
a - 9 ed {+ i I a a adele Best 
un- - kit =! is, ap =i bat mates” : re hk, al © x - ~, ™ : * i a ae — 7 = ; t fe aes : rae é ae ; 
aeere? ae ddan Page hs” € — od =. aw we * ec} a ceabneeet So a ana eee 
Eee See ne “ ef \ ee hee «ec Se rhs or. 
: ie is ie ‘ J a —— \ le Fa Sue oe —— ee 
, ers Sg A Be é ce ——_ { ¥ ‘ : . ol ee ee are 
4 Vt Pte * > : “ es fe m “ Gy ete re i, Aa: Ree mn 
Ly er a Ps hash ds gaits Pathe . : > : ee Piso ds 4 ay “a ee ae mo, “f oe x 
fore i a e = 3 ™ View pe ie a PE eT yee 
, 3 tea fe ea . : : ms € i 2 Riese 
ally Sa ea — ait fil " SiN it Jed . 
|l be ee rahi tee y ese dee or Sees r gs yesh 7 ey Maree ae vee ee eg cgi baa ee 
| eee eee eee paras oo % “WS Peay. pecs LC aa phe eos i Sas aN eee 
and c Mactear tte Dhaene fs er eeron rs me Ree = pie eg ; vo . : Re be Bs 8h a a, Wie oe RES he: KN BS ee 
2 i tate teary pebtedes <3: ipet nam : es va 2 q fees Re ae ‘ : : Q ae 
jaln- eee eT aa ae cedaees sc! one : : re, cee Sook: ; 
NG ae Ess 20 ee oe * A eS ee Be: ‘een ae ; 3 
ee) * biped de ons ‘ i oa a . ie ey ‘ ¢ ee, Ae 
e to Mestcs tte SS et ieee See ' oe) K : 4 oye es 
& eeeaig see t sr reer eres or ae : a “ rT i. = 
& 4 ser ere ees Pig i 4 
ned. & eee epememaesse 223: “ $odebe a 4 . i R 4 ik we 
ES OE eee Ererrrter PG : 3 bapa * i s, E 
-_ 7 e tresses t; fo te iti : iat , : 4. Sipe ie. . fa . 
ves, > COU PRRRPSERN B33372"" oa a oe ie es a ee Sremeee.., Wises. | hee 
cast a Se eee POEL hos «al 2 SS he ; sai Loa ee ie : ee ok Se ees Rae : 
~~ & tee eCE S| See a fos A, eee ke A Spe eet oT ee oe ets . : rae sae esc 
o Bratt? eto’ | eer ie oS aS “ ie” Siete 48 ace siecle ae oni eee ieee é ert We ee 
yved : Rian, SES 8 > ey EE oe eat vd ae oe Age hee SEs Sp oe 2 elas ete vals: 
< SRR Tiere. « ea ae bat oh sa, ie Peas ei ae aoe i me aes fe mr - ; aa rite 3 SA Hes aes « 
8 pe “3 a Bc,” ieee 4 fa eee cks, 5 dalek gate ha Ph ce tlie tan! ET 
pe ee ‘ <2) vy ty lea oy Se en ig a eS, Aa na Pie my Fees iva ce oficial 
ees Gare We ges A Rae tos LP. ott aegis rani pe at eee gs, ae ht GA ai a alee oes flies Pesene 
SOPRA, ae ME ee a ee. ca Me ce Rea, eh ae ee Pens teat 
OR UI Le « rs oe ReEa oe Set ee tea ea Ss 5 pram vag. pecs om sd oe 
° ‘ Aang Cee ty ee ee a Mie et a i ee 
ors Seen ee 
: ya 
Dis- pee 
itts- meee 
ni nasa 
nor, ed 7 
Don- ee x oe - 
resl- janie =— ae 
ida 
: - 
see 
‘Dea 
h % 4 a oe eth 
= ae ha 
ea poi 
opre- y Pees 
to a 
F an 
; j, 7 ry : 
— 
— 
: Gr med 
on 
2) pS 
sve : 
ee 
| | 
t > 
. 
x ' *) 
if Ca 
a‘ ; { area 
: Say ie 
i Sera oes 
Bae ap ; Rhee 
SER rem ne pee ; i ee 
nipea ayaa taay Maem nr Tg Wea ee NR ey gee 
‘ : . : P . GEER LETS ‘ LP eagesy A aie we a5 Ne ey pag , 7 as 
3 " Se rere a Aes oa Sy =a Fe Be eae a : f ist ae ig ppt d ics aE NO Petals : 2 Ye ae” 


24 


ADVERTISING AGE 


ah nap ae 
. oe x i, ‘i ’ $e 
ein mn ps “5 


February 21, 1938 


SMETHPORT 


Located in the rich oil district of 
Pennsylvania, Smethport is typ- 
ical of the many fine small towns 
in the state. In Smethport, one 
finds many homes like these. 


These fine homes 


are typical of the 
good living enjoyed by Smethport 
3 families. On this street four out of 


five families read GRIT regularly. 
@ 


Nationally advertised products 
aresold in Smethport's fine stores. 
Here is a splendid field for YOUR 
oods. Are you getting your share 
rom Smethport and 16,000 other 
GRIT towns? 


In’ Smethport you will find distributors 
for radios, refrigerators, ranges, wash- 
ing machines—all well-known nation- 
ally advertised makes. Sales on house- 
hold equipment are exceptionally good 
and this featuring GE appli- 
ances, secured its of the sales 
in Smethport. 


store, 


share 


The Market Basket and Kohn's Grocery 


two of the well-stocked aro 


ery 


stores in this prosperous small town. 


Smethport is but one of 16,000 
small towns where business is 
good and where GRIT is the big 
sales promoting factor. 


412 Families Live in 
; Smethport 


118 read GRIT each week 


To Sell Goods in 
SMALL TOWNS 
Use 


Anecice’s Croviet Weebly Newspap 
WILLIAMSPORT, PA. 
ALLELE SALLE BE 


CAMERON RAPS 
BAD REPORTING, 
BLATANT RADIO 


Chicago, Feb. 16.—Voicing criti- 
cism of “inept” advertising on the 
vadio, as well as inaccurate report- 
ing by newspaper press services, 
William J. Cameron, director of pub- 
lic relations, Ford Motor Company, 
addressed the Inland Daily Press As- 


sociation at its luncheon at the 
Sherman Hotel yesterday. Mr. 
Cameron, long a member of the 


fourth estate, won a generous OVa- 
tion at the hands of the publishers. 

Mr. Cameron, speaking bluntly, 
told his audience that it’s going to 
be a “depression” instead of a “re- 
cession” unless the present tax laws 
are remedied quickly. With re- 
serves depleted because of undis- 
tributed profits and other taxes, 
many corporations will be unable to 
weather a long period of slack 
business, he asserted. 

He denied, in this connection, that 
the government played any impor- 
tant role in bringing the country 
out of the last depression, asserting 
that business spent 27 billion dol- 
lars to keep the wheels turning, 
while the administration was put- 
ting a mere 10 billion into circu- 
lation. 


Views of Radio Advertising 


“Radio gave birth to impertinent 
advertising,” said the Ford spokes- 
man in his prelude. “Advertising 
has always existed, but never be- 
fore the advent of radio did it have 
such a golden opportunity to make 
an ass out of itself. Never before 
could advertising be so_ insistent 
and so unmannerly and so affront 
its audience.” 

Remarking that Ford Motor Com- 
pany has consistently barred com- 
mercial announcements from its 
Sunday Evening Hour, Mr. Cameron 
asserted that publications make it 
possible for advertising and _ edi- 
torial content to maintain their 
“separate dignity.” 

He said he has no cure for ‘“eco- 
nomic dandruff, falling political 
arches, or vertigo of the budget,” 
but blamed both business and news- 
papers for becoming so soft that 
they are easy prey for exponents of 
new license laws. What is needed, 
he asserted, is a “resurrection of 
spiritual vitality.” 

He said the small newspapers of 


the country defeated the Supreme 
Court reorganization plan single- 
handed, large newspapers taking 


their cue from their horror-stricken 
country brethren. 

He quoted many of the 
false stories circulated about 
Ford by news. services, and said 
that they were manifestly untrue, 
since Ford has lived in full view 
of the public for 34 years during 
which he built his tremendous in- 
dustrial organization. The Ford 
Motor Company has. often’ been 
asked why it doesn’t deny these 
rumors. but Mr. Cameron asserted 
that it wouldn’t have time to do 
anything else if it ever embarked 
on such a mission. Ford has never 
had a_strike, in spite of all the 
stories to the contrary carried by 
newspapers, he said. The “Ford 
riot’ was also a figment of the 
imagination. 


alleged 
Henry 


What Is “News?” 


Mr. Cameron implied that sinister 
forces inspired the anti-Ford stories 
and he said “they got the headlines 
they wanted.” He said that a new 
definition of “news” is needed. 

“So-called news often conceals a 
social streptococcus.” he asserted. 
On the other hand, he went = on, 
newspapers have failed conspicu- 
ously in their duty to print facts 
about the business slump. They 
have allowed the public to be 
chloroformed into believing that 
the government will make every- 
thing all right. 

He asserted that unsound tax laws 
have helped curtail advertising, in 
common with all other business ac- 


CIRCULATION CHAT 


—-+—— 


Brooks H. Beitler, Audit Bureau of Cir- 
culations, talks it over with George C. 
Tucker, Webster City Freeman-Journal, 


at Inland meeting. 


tivity. These laws, he contended, 
were aimed at a few big fellows, but 
they have hit the little ones, too. 
They were not revenue, but puni- 
tive laws, he charged, but Congress 
is likely to be sent home before it 
does anything about them. 

“If these laws aren't expunged, 
all of us are likely to be wearing 
leg chains before we get through,” 
he commented, adding: 

“That ought to make a piece for 
your papers.” 


New Orleans pon 


Farmers to Come South 


Fifteen farm papers are being 
used in a campaign to interest farm- 
ers in settling in the five parishes 
(counties) surrounding New Orleans. 
Advertising features ‘no snow, paved 
roads, excellent schools, livestock tax 
free and $2,000 homestead tax ex- 
emption.” 

Publications being used are Cap- 
per’s Farmer, Dakota Farmer, The 
Farmer, Farmer-Stockman, Indiana 
Farmer’s Guide, Michigan Farmer, 
Nebraska Farmer, Ohio Farmer, 
Prairie Farmer, Progressive Farmer, 
Rural New Yorker, Southern Agricul- 
turist, Successful Farmer, Wallaces’ 
Farmer and Wisconsin Agriculturist. 
William B. Wisdom, New Orleans, is 
the agency. 


Paramount to Sponsor 


Contest for Managers 


Paramount Pictures, New York, 
will award cash prizes to exhibitors 
in the United States and abroad for 
the most effective advertising and 
publicity campaigns achieving the 
best net results during a drive to 
be known as Paramount on Parade 
Around the World from Feb. 27 to 
May 28. 

In the United States, competition 
will be based on the size of cities 
where theaters are operated. In each 
of the five divisions, first prize will 
be $500; second prize, $250, and 
third, $150. 


NAM Uses Recordings 


Work on a series of recordings 
for the National Association of 
Manufacturers has been started by 


NBC Electrical Transcription Serv- 
ice. The 15-minute programs will 
consist of talks on current events 


and economic trends by George E. 
Sokolsky, writer and lecturer, and 
recordings will be made available to 
one local station in each community. 


“Nite Extra’ Debut 
Drug Trade Prod- 
Chicago, has launched a 
new radio show, “Nite Extra” over 
Station KSTP, Minneapolis, to pro- 
mote Krank’s Lather Kreem, brush- 
less shaving preparation. The show 
features a complete roundup of the 
day’s news and sports events. Me- 
Cord Company, Minneapolis, is the 
agency in charge. 


Handles Anti-Boycott 


Consolidated 
ucts, Inc., 


Sutton News Service, New York, 
has been named by the Japanese 


Chamber of Commerce of New York, 
to co-operate with American hosiery 


manufacturers and other trade 
bodies in publicizing opinions of 
those opposing the silk boycott 


movement. 


Raises National Rate 


The national rate of Plain Dealer 
and Times-Star, Wabash, Ind., has 
been raised to four and one-half cents 
a line flat. effective March 1. The 
combined circulation is 5,600. 


Delin Joins Lewin 


August L. Delin, formerly with E. | 


Virgil Neal in France and the United 


States. has joined A. W. Lewin Com.- | 
executive. | 


pany, Newark, as account 


100 Responses 
Called Enough 
in Mail Survey 


Chicago, Feb. 16.—Asserting that 
100 replies from a questionnaire are 
within a few points of the truth, and 
that results tend to stabilize from 
there on, Dr. Frank Luther Mott, di- 
rector of the school of Journalism, 
University of Iowa, addressed the 
Inland Daily Press Association yes- 
terday afternoon on a survey of syn- 
dicated features. 

Another feature of the afternoon 
session was a display of entries in 
the association’s first news-photo con- 
test. Among Class A papers, those 
having separate photographic depart- 
ments, the Ogden Standard-Exam- 
iner won both prizes, while in Class 
B, employing reporter-photographers, 
the Michigan City News won first 
prize for news photos and the Rapid 
City Journal first prize in the feature 
class. 


Reduce Size of Papers 


As chairman of the newsprint com- 
mittee, E. P. Adler, publisher, Daven- 
port Times, advised the Inland Press 
to reduce the proportion of editorial 
content to advertising. Publishers 
generally will pay $7.50 more a ton 
for newsprint in 1938 than last year, 
though a proposed second advance 
for the last half of 1938 has been 
rescinded. 

Thirty small papers participated in 
the survey of reader interest in syn- 
dicate features, Dr. Mott explained, 
a double government post card being 
used to get reader reaction. Re- 
sponses numbered 1,172, or 25.7 per 


cent, indicating features “always” 
read and those “sometimes” read. 
This survey showed features far 


more popular than reported by many 
others, the leader boasting 77 per 
cent of “always” readers. Many 
others enjoy readership of 60 per 
cent or more. Dr. Mott expressed 
the opinion that this technique can 
be used as effectively in measuring 
advertising as editorial readership. 

He laid emphasis on composition of 
mailing lists for such tests, asserting 
that it should represent all classes 
of desired readership accurately. 


To Winternitz & Cairns 

Winternitz & Cairns, New York, has 
been appointed to handle the adver- 
tising of American Mfg. Company, 
Brooklyn, maker of rope and twine. 
Marine, fishing, industrial and hard- 
ware publications will be used. Wil- 
liam A. Bartel is account executive. 
Sears, Roebuck & Co., Chicago, has 
also appointed the agency to direct 
a campaign for Coldspot. refriger- 
ators. 


THREE HUNDRED and 


INDUSTRIA 
Member Sass 
CCA 


FQUIPMENT 


That record in itself may be quite convincing and conclusivé 
evidence of the recognition which IEN has built as a simp 


— 


NEW INLAND OFFICERS 


E. R. Chapman, Flint Journal (left) ang 
new president, Inland Daily Press Asso. 
ciation, is congratulated by Tom 

Keene, Elkhart Truth, vice-president, 


Bureau of hilowtiins — 


Dinner Set for April 
The Bureau of Advertising has ge 
April 28 as the date for its dinne 
to be held in conjunction with th. 
convention of American Newspape; 
Publishers Association. 
Mrs. Ogden Reid, New York He, 
ald Tribune, is chairman. 


Joins Ziff-Davis 

Bernard Palmedo, formerly Ney 
England advertising manager of tly 
New York World, has been appointed 
advertising manager of the Ziff-Dayis 
Publishing Company hobby grow 
consisting of Popular Aviation, Poyy. 
lar Photography and Radio News, 


Tours to Kupsick 


Foreign Trade and _ Exposition 
Tours, New York, specializing 
commercial trade tours and currently 
sponsoring a good will tour to Ital) 
has appointed J. R. Kupsick Adve; 
tising Agency, New York, to hand 
its account. 


Gives Agencies 15% 


Shoe and Leather Reporter, Bos 
ton, beginning March 1, will give 1) 
per cent agency commission. Rates 
remain the same. 


To Issue “Ticker” 


The Cincinnati Association of In 
dustrial Marketers will 
ly “The C.A.I.M. Ticker,” 


to com 
3 Fes 
tain news of the group. 4 


The Simplest, easiest, 


quickest way to make dis- 
tinctive, hand designed Ini- 
tials, lc. alphabets, numerals, 
decorations, et is to copy 
or trace them from “‘A to Z’’ 


Lettering Aids (Price $2.00). 
Created for your practical use 


by experts; used by thousands 
who need the newest ideas in 
Lettering. Send for Free 


Samples to 


JACOB STEIN 


L 
What's New 
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EQUIPMENT NEWS 


Flatiron Building 


New York, N.Y 


FIFTY 
ADVERTISERS ARE REPRESENTED IN THE 
FEBRUARY ISSUE OF “IEN” 


Started 
May, 1933 
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effective and extremely low cost method of reaching ACTIVE 
plant operating men in industry under today's or any one! 


conditions. 


$79 to $85 a month to place an effective (viz ACTION pro 
ducing) description of products for industry before 52,00 
active plant operating men in the larger plants in all lines. -° 
when and where they are looking for current and future nee 


Write for the IEN PLAN 
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ADVANCE PLAN 
TO REDUCE RISK 
ON TIME SALES 


Chicago, Feb. 16.—Household Fi- 
nance Company today spoke vigor- 
ously for the adoption of more con- 
servative terms on instalment sales 
in a new booklet, “Controlled In- 
stalment Credit,” issued as a part 
of the company’s dual phase insti- 
tutional drive, aimed at both the 
consumer and retail merchant. The 
booklet is designed for retail mer- 
chants and will gain distribution of 
95.000 copies, Burr’ Blackburn, 
Household research director, told 
ADVERTISING AGE. 

Household Finance receives ap- 
proximately 50 per cent of its busi- 
ness from consumers who have fal- 
len behind in instalment payments, 
Mr. Blackburn declared. It is never- 
theless not entirely altruistic in 
outlining a plan which, if effective, 
would prevent much collection dif- 
ficulty now experienced by _ the 
merchants. 

It is presumed that there will al- 
ways be a certain percentage of in- 
stalment purchasers who will fall 
behind in their payments. House- 
hold’s argument is that these de- 
linguents should be referred to a 
finance company or other source of 
help before too much time has 
elapsed and before they have be- 
come too heavily involved. 

The proper moment for’ such 
help, according to the booklet, will 
vary with the type of instalment 
transaction and the reason for the 
delay. It is emphasized, however, 
that unfavorable credit relations be- 
tween retailer and purchaser begin 
the moment a payment becomes 
overdue. Helpful rather than coer- 
cive action gains better results, the 
booklet asserts, except with those 
who are able but apparently unwill- 
ing to pay. 


30% of Applicants Refused 


Further emphasis upon the need 
for immediate action on overdue 
payments is brought out in House- 
hold’s report that 30 per cent of its 
loan applicants are refused, many 
of them simply because the time 
element has caused them to become 
too deeply enmeshed. 

The booklet also devotes much at- 
tention and some criticism to the 
widening range of instalment sell- 
ing and points out that there may 
have been too much emphasis upon 
this type of selling directed toward 
the lower income groups, those re- 
ceiving less than $2,000 annually. 
This group comprises three-fifths 
of the nation’s families, the booklet 
reports, but still receives less: than 
One-quarter of the total income for 
all families. 

Dr. Clyde W. Phelps, head of the 
department of economics, Univer- 
sity of Chattanooga, is author of 
the plan outlined in the booklet. 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


} a 
| 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK HOLLYWOOD 
521 Fifth Ave. 5833 Fernwood 
MUrray Hill Avenue 
6-2370 HOllywood 5315 
CHICAGO 
333 N. Michigan Ave. 
STAte 0366 


The booklet itself will be promoted 
in several credit publications cover- 
ing the credit field, said Mr. Black- 
burn. 


Hammersmith Named 


Paul W. Hammersmith has been 
named president of Hammersmith- 
Kortmeyer Company, Milwaukee 
printer and engraver, succeeding the 
late Paul Hammersmith. Earl A. 
Weeks, formerly in charge of indus- 
trial sales, succeeds Mr. Hammer- 
smith as vice-president. 


Names McM. sates Agency 


The Council of the Architectural 
Institute of British Columbia has 
appointed Don. G. McMaster, Van- 
couver, to handle an educational ad- 
vertising campaign. 


Form Sausage Group 
To Sponsor Campaign 


Louisiana Sausage Manufacturers’ 
Association has been organized by 
six manufacturers to sponsor a cam- 
paign promoting consumption of 
sausage bearing the association cer- 
tification tag and meeting minimum 
standards of quality. 

Newspapers, radio, motion pic- 
tures, car cards and point of sale dis- 
plays are being used. Stone-Stevens- 
Howcott-Halsey, Inc., New Orleans, 
is the agency. 


Robertson Advanced 


Douglas H. Robertson has been 
named manager of the British Co- 
lumbia division of Canadian Gen- 
eral Electric Company, succeeding 
the late George Wright. 


National Distillers Products Corporation 
is attaching this miniature Bakelite bar- 


rel to its Crab Orchard whisky bottle. 


Place Quaker Feeds 
Copy in Broad List 


An extensive March campaign has 
been placed in poultry and farm pub- 
lications for Quaker Oats commercial 
feeds, with the poultry list including 
American Poultry Journal, Dizie 
Farm and Poultry Journal, Every- 
body’s Poultry Magazine, Poultry 
Item, Poultry Tribune, Turkey 
World and Waverley poultry trio. 

Gale & Pietsch, Inec., Chicago, 
handles state and sectional farm pub- 
lication advertising for this line. 


DeKalb to Presbrey 


De Kalb Agricultural Association, 
De Kalb, Ill., breeder of hybrid seed 
corn, has appointed Frank Presbrey 
Company, New York, as advertising 
counsel. Farm papers and radio will 
be used. 
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RADIO STATION 
GOES TO SEE! 


Bermuda Broadcasts 


To Be Heard From | 
Baltimore Next Week 


Transcribed Interviews 
Will Be Featured 
Over Station WFBR 


PARTY LEAVES SUNDAY 


Three complete Bermuda broad- 
casts were electrically recorded 
yesterday afternoon and _ this 
morning in a room at the Hamil- 
ton Hotel by the three members 
of the Baltimore Radio Station 
WFBR, who flew to this country 
in the P. A. A. Bermuda Clipper 
on Wednesday to collect data for 
their series of “Bermuda by Day” 
and “Bermuda by Night” pro- 
grammes which will be rebroad- 
cast from the Baltimore station 
next week. The recordings will 
be flown back to Baltimore to- 
morrow in the Clipper. 


Under the supervision of Mr. 
Purnell H. Gould, commercial 
manager of WFBR, and with Mr. 
Carlton Nopper, recording engi- 
neer of the Baltimore station at 
the controls, Miss Nancy Turner“, 
the station’s fashion stylist who 
has completed an extensive period 
of radio work in the United 
States and Europe, interviewed 
a number of prominent residents 
at the forenoon and afternoon 
sessions yesterday. 

In the “Bermuda by Day” 
series, Miss Suzanne “Polly” 
Trott, daughter of the Hon. W. J. 
Howard Trott, and Mrs. Vail 
Zuill, who were interviewed by 
Miss Turner, described the favor- 
ite sports of the younger set here 
and went into details of what 
should be worn on each occasion. 
Mrs. A. G. Grantham, wife of 
the Hon. A. G. Grantham, Col- 
onial Secretary, and Countess 
Orlowska, who arrived here last 
Monday from the United States 
for a six months’ visit at “Edge- 


water,” Pitt’s Bay Road, gave 
their respective views to Miss 
Turner for the “Bermuda _ by 
Night” series. The Mid-Ocean 
learned that the “Bermuda by 
Day” broadcast will be heard 


from Baltimore on Monday night 
from 7.45 to 8.00 p.m., Bermuda 
time, with the other broadcast 
listed for Tuesday night at the 
same time. 

Station WFBR_ operates on 
1,270 kilocycles. The broadcasts 
are being made possible through 
the combined efforts of the Ber- 
muda Trade Development Board, 
Pan American Airways, and the 
Baltimore Radio Station. 


Showmanship?! 
That’s why 


bn Baltimore, tt 
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* No wonder Nancy Turner’s 


programs get audiences! No 
wonder participations on her pro- 
grams sell! 


Carson Pirie Scott Makes 


——enectn, 


Broad Packaging Changes 


Carson Pirie Scott & Co., Chicago, now the nation's largest dry goods whole- 
saler, presents a radically revised packaging front after a year's work by Clinton 


K. Royce, advertising manager, and Kenneth L. Glave, art director. 


Here are 


six new silk and rayon lingerie packages, with the 60 they replace in the back- 
ground. 


Carson's replaces 12 old Newport boxes 


with a new package. And only two 
sizes are found to be necessary. 


Mr. Royce's contention is that most 
wholesale houses handling dry goods and 
textiles have too many brand names on 
their lines and too little control over 
packaging. On the lower stocking 
shown is the new rider ticket, designed 
to match the box exterior. It replaces 
the old inharmonious rider on the top 
stocking. 


4 Ru | A. 
@: | Kapke, Standard Studios, treasurer. 


Another rider ticket for lace curtain 

panels is re-designed to match the whole 

new re-packaging effort. The old rider 
is shown at the left. 


Family tie-up between Carson's two 
brands of lingerie and Eiffel stockings 
is illustrated by these packages. 


Harmonizing with the entire line, this 
new Bridal white goods package carries 
the identifying name on board-end and 
top and bottom bands. 


Pacific Newspapers 
Re-elect All Officers 


Simeon R. Winch, business man- 
ager of the Oregon Journal, Portland, 
has been re-elected president of the 


Pacific Northwest Newspaper Asso- 
ciation for 1988. 

All other officers at the same time 
were re-elected at the annual meet- 
ing. They include W. E. Hartmus, 
business manager of the Portland 


Oregonian, vice-president and treas- 
urer; Major A. G. Logan, general 
manager of the Seattle Times, vice- 
president, and Robert M. Mount, 
Portland, executive secretary. Next 
year’s convention will be held in Van- 
couver, B. C. 


Wright Heads Group 

| G. P. Wright, Shigeta-Wright, Inc., 
|has been named president of the 
Commercial and Illustrative Photog- 
raphers Institute of Chicago for 1938. 
Other officers are Horace Grignon, 
|Grignon Studios, vice-president; R. 

Good, secretary, and William 


Quentin Smith Shifts 
Quentin I. Smith, formerly vice- 
president, Hudson Advertising Com- 
pany, New York, has been appointed 
account executive of Albert Frank- 

Guenther Law, Inc., New York. 


_KDKA Advances Morrow 


| Lynden Morrow has” been ad- 
| vanced from the sales promotion to 
| the sales department of Station 
|} KDKA, Pittsburgh. 


Bauer & Black, 
Leeming, Use 
Joint Display 


Chicago, Feb. 17.—A joint display 
possessing some of the characteris- 
tics of a deal will be released to the 
drug trade next week by Bauer & 
Black, Chicago, and Thomas Leem- 
ing & Co., New York, for Bauer 
& Black athletic supporters and 
Baum Bengue. These items are re- 
lated and the two companies have 
found that departmentalization 
yields dividends for the druggist, 


|hence for the manufacturers encour- 


aging it. 

The “Sportsman” display, de- 
signed by Zipprodt, Inc., and litho- 
graphed in seven colors, will be 
made available free to all druggists 
ordering the No. 528 Bauer & Black 
athletic supporter assortment. Copy 
and illustration on the display, 
equipped with display bins, are 
equally divided between the two 
products. 

The Leeming company has pro- 
vided a return card which, when 
used by a retailer, entitles him to 
Baum Bengue at somewhat less 
than the list price, giving him “up 
to 7 per cent extra profits.” 

The druggist will sell the Bauer 
& Black supporters from the dis- 
play and the Leeming product from 
stock, the post card enabling him 
to replenish at an advantageous 
price. The division of cost on the 
display was not divulged. 


Kaufman Gets Two 


Henry J. Kaufman, Washington, 
D. C., has been appointed to handle 


the advertising of C. A. Snow & 
Co., Washington, patents. Harvey’s 
Restaurant, Washington, has also 


named the Kaufman agency to han- 
dle all its advertising. 


Graham : Adds Duties 


John W. Graham, general manager 
of the Mansfield News-Journal, Mans- 
field, O., has been named to the 
newly created post of general mana- 
ger of the Lorain Journal in addi- 
tion to his present duties. 


Agency for Toddle House 


Beaumont & Hohman, Inc., Mem- 
phis, Tenn., has been named to 
handle a newspaper campaign for 
National Toddle House Corporation, 
Memphis, which operates 54 sand- 
wich shops in 31 states. 


Osborn Joins WWJ 


Wendell G. Osborn, formerly dis- 
trict maintenance superintendent of 
Michigan Bell Telephone Company, 
has joined the sales staff of WWJ, 


Detroit. 


GOOD NEWS 


C. K. Perkins (left), Bauer & Black gen. 

eral sales manager, smiles all over as 

Paul Ziegler, research director, reports 
sales results on some new products. 


Husted, Koepf Join 
Crosley Stations 


K. Wallace Husted, formerly as. 
sistant general manager of WCCO, 
Minneapolis, will join WLW-WSAI, 
Cincinnati, March 1 as assistant sales 
manager in charge of the Western 
division. 

John Kuelling Koepf, formerly pro- 
motion manager of the Cincinnati 
Post, has joined the Crosley stations 
as sales promotion manager. 


“Make Believe” 
for Pepsodent 


Pepsodent Company is sponsoring 
a daily 15-minute broadcast of “Make 
Believe Ballroom,” over Station 
WNEW, New York, at 10:15 a. m. 


Two Appoint Fairfax 


Earle & Calhoun, New York real 
estate management group, has ap- 
pointed H. W. Fairfax Advertising 
Agency, New York, to handle its ad- 
vertising. Consolidated Management 
Corporation, New York real estate, 
has also named Fairfax as advertis- 
ing counsel. 


Rayon Magazines Merge 


American Silk & Rayon Journal, 
formerly published by Clifford & 
Lawton, Inc., New York, has been 
sold to the Rayon Publishing Corpo- 
ration, New York, and will be merged 
with Rayon Textile Monthly. 


Anderson Named 
Carlyle E. Anderson has _ been 
named vice-president and director in 
charge of creation and sales of serv- 
ice for Hart Publications, Inc., New 
York, retail advertising specialist. 


WANTED 
ACCOUNT EXECUTIVE 


An exceptional opportunity is offered seasoned 
account executive to join 30 year old well- 
financed Chicago advertising agency. If you have 
ambition and confidence in the future there is 
independence for you here. Address Box 1357, 
Advertising Age, Chicago. 


This Book Tells: 


What 
tures 


business talking  pic- 
are achieving for users 
What pictures and why 
What types of pictures are 
best for various purposes 
How various types of business 
pictures may be distributed 
and shown 


Why pictures fail 


How pictures may be planned 
on paper 


cost, 


What production problems 
present themselves in various 
picture treatments 


—the 


and 


HOW TO U 
TALKING PIC 


SE 
TURES 
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possibilities. 
motion pictures, this book opens up for you a whole 
new field of exploitation. 
tative, 
by two men who are leaders in the field. 
a copy today and find out just what motion pictures 
can do for your own business, large or small. 


EXAMINE IT FOR 5 DAYS FREE 
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DONT MISS OUT on the strongest 


new selling force in business today 
GET THIS NEW BOOK—JUST OUT! 


HOW TO USE 


TALKING PICTURES 


IN BUSINESS 


By Lyne S. Metcalfe and H. G. Christensen 


F you are using motion pictures as a selling and 
educational force in your business today, this book 


first on the subject—will show you how t? 


protect your picture investment and get the maxr 
mum return. 


It reveals many profitable, new ideas 
And if you are not yet using 


It is clear, sound, author! 
-written 


packed with successfully tested ideas 
Send for 


eae | 


a } 
i HARPER & BROTHERS | 
] 49 East 33rd Street, New York 
! Please send me_a copy of HOW TO USE TALKING 
I PICTURES IN BUSINESS to examine FREE. After | 
5 days I will return the book or remit $3.50 plus a TeW Y 
I cents postage. ] 
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ADVERTISING AGE 27 


Earnings of 
Advertisers 


Liggett & Myers Tobacco 

Net income for 1937 was $21,375,- 
560, compared with its all-time high 
level established in 1936 of $24,407,- 
632, 2 decrease of 12 per cent. Net 
sales for 1937 aggregated $242,448,- 
565, compared with $236,888,813 in 
1936 and $221,736,295 in 1935. Net 
income in 1935 was $16,856,543. 


procter & Gamble Company 

For the quarter ended Dec. 31, 1937, 
net profit totaled $4,340,348, against 
96,730,202 in the like 1936 period, and 
$5,044,338 in the like 1935 quarter. 
For six months ended Dec. 31, 1937, 
indicated net profit was $9,384,686, 
compared with $13,359,766 for the 
corresponding half-year of 1936. 


Dayton Rubber Company 

Report shows a net profit of $447,- 
467 for the fiscal year ended Oct. 31, 
1937, compared with net profit of 
$510,465 for the previous year, a de- 
crease Of 12 per cent. Total sales 
were $8,429,841, the largest in the 
history of the company, a gain of 16 
per cent over sales for the previous 
2 months. 


A. G. Spalding & Bros, 

For the fiscal year ended Oct. 31, 
1937, net loss was $310,866 compared 
with a net loss of $912,392 in the pre- 
ceding year. Net sales in 1937 totaled 
$13,751,112, against $13,986,577 in 
1936. 


Inland Steel Company 


Net profit amounted to $12,665,317 
for the year ended Dec. 31, 1937, com- 


»pared with net profit of $12,888,647 


in 1936. 


General Tire & Rubber 
Report for the fiscal year ended 


)Nov. 30, 1937, shows net profit of 


$808,913, compared with $1,291,001 in 
the preceding year, a drop in income 
of 37 per cent. Net sales for 1937 
totaled $21,392,957, against $17,909,- 
886 in 1936. 


Caterpillar Tractor 
Net income for 1937 was $10,168.,- 


9690, the best since 1929, compared 


with $9,849,593, for 1936. Net sales 
for the year ended Dec. 31, 1937, 
amounted to $63,183,488, compared 


Pwith $54,118,004 in 1936, a gain of 17 


sper cent. 


They Go Together! 
‘+. Your ‘need for an inexpensive 
“Ustration and our big catalog of 


“arly 1000 stock photographs. Write 
“Your copy today. 


PHOTOGRAPHIC 
ILLUSTRATIONS, inc. 


“N. Wabash Ave. Chicago, Illinois 
, Franklin 0075 


HEAD SALES 


R. E. Goes (left), has been named ex- 

port sales manager of Seagram-Distillers 

Corporation. Lee D. Cosart is new Ply- 

mouth Motor Corporation assistant gen- 
eral sales manager. 


Retail ie -- 


Shares Profit 
of Wholesaler 


Toronto, Feb. 15.—York Trading 
Company, Ltd., wholesale supplier of 
more than 1,000 retail grocers, this 
week announced a new profit sharing 
plan through which its retail custo- 
mers will be given a 50-50 split on 
net percentage profits on gross sales, 
after all overhead charges are paid. 

Changing its name to New 
Trading, Ltd., the organization re- 
ported that the new plan would take 
the place of dividends formerly paid 
retailer-holders of distributor deben- 
tures. New debentures. will be 
issued on a par exchange basis. 

York’s objective is a closer align- 
ment of its retail outlets, several of 
which now buy from many sources 
other than York. Affected by the 
new set-up will be 900 Superior 
stores, 45 Carload Groceterias, owner 
operated but benefiting from co-op- 
erative buying and advertising; Mu- 
tual Shoe stores and Dominion Hard- 
ware stores. These stores have all 
been share-holders of York Trading 
Company, Ltd. 


Will Expand Field 


York’s secondary purpose in the 
new plan, it was announced, is to 
bring an increasing number of its in- 
dependent store purchasers into the 
fold of the affiliated group. These 
independents, it is pointed out, 
although gaining from York’s buying 
power, did not benefit from the ad- 
vertising programs staged for af- 
filliated members and did not contrib- 
ute to stability because of their 
eagerness to obtain bargains from 
varied sources rather than from 
York alone. 

Therefore, the profit sharing offer 
has been thrown open to all inde- 
pendents deemed eligible by York 
with the thought that this group 
will concentrate a larger portion of 
their purchases with the wholesale 
organization. 


Marshall to Mailograph 


Harold Marshall has resigned from 
the advertising department of L. 
Bamberger & Co., Newark, to join 
the Mailograph Company, New York, 
in a creative capacity. 


Williams Appointed 


W. Arthur Williams has been ap- 
pointed manager of the Chicago office 
of National Advertising Service, Inc., 
representative for college newspapers, 
succeeding Harry C. Baldwin. 


West-Holliday Named 


West-Holliday Company, Inc., has 
been appointed advertising repre- 
sentative for Republican News, Kan- 
kakee, Ill., and News Democrat, 
Belleville, Ill. 


a 


500,000 men 


$ A man can’t live on the wrong side of the tracks and be an 
| Elk. Membership in this Order costs too much and after all 
"en do buy the necessities of life first. Membership in the Elks is 
Purely a luxury... and luxury buyers are naturally bigger buyers 
of hecessities. Whether your product represents food, clothing, heat, 
“ght or power—you'll find the Elks well able to buy it. Reach them 
“tough THEIR Magazine—The Elks Magazine—S00,000 A.B.C. 
‘0 East 42nd Street, N. Y. City—The Bassler Co., 307 N. 


‘shigan Ave., Chicago. 


Building & Loan Groups 

Sponsor Co-op Campaign 
| Philadelphia newspapers and mail- 
| ing pieces are being used by Albert 
| Frank-Guenther Law, Inc., Philadel- 
phia, to merchandise building and 
|} loan services of 30 state-chartered, 
insured building and loan associa- 
|}tions in the metropolitan area of 
| Philadelphia. 

The initial campaign is for six 
weeks. 


DOUBLE USE 


Names Jones Agency 


The Modern Kitchen Bureau has 
appointed The Ralph H. Jones Com- 
pany, Cincinnati and New York. 
Electric range advertising will ap- 
pear in full color pages in women’s 
magazines; refrigerator copy will 
appear in newspapers in selected | 
areas, and business papers and di- | 
rect mail will be used for electric 
water heaters. 


Roosevelt Expands | 
Roosevelt Organization, New York | 
advertising and marketing consul- | 
tant, has moved to larger quarters} American Stationery Company's new 
at 36 W. 44th street. | Bakelite package has high re-use value. 


Industrial Moves 
Industrial Publications, Ine., has 
moved its New York office to 4206 
Lexington avenue. 


| 
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9,062 LIne % 
PERS GAIN | 


MIDWEST FARM PAPERS 


January, 1938—102,177 lines ~ 
January, 1937— 99,155 lines 


Gain—3,062 lines 


5 NATIONALS 
January, 1938—71,351 lines ~ 
January, 1937—77,269 lines 


Loss 5,918 lines 
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CONCENTRATED 
COVERAGE OF 
MIDWEST FARM 
PAPERS DOES 
SHOOTIN GOOD WH THEY RE AIMING | AREAL JOB [IN 


IN 1938 dm AT THE BULLSEYEQTHE 8 KEY STATES 


ca i THE MIDWEST FARM PAPERS Nenraska FARMER @ THE FARMER st PAUL 
es WALLACES’ FARMER AND IOWA HOMESTEAD @ WISCONSIN ‘AGRICULTURIST AND FARMER 
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Photographs for Advertising & Selling by Norman Taylor 
. A. J. Townsend are Townsend and Townsend, Inc. They have a list of 27 basic points .. . 


that, if their method was all they said it was, they Key to the method, which takes from three tg 
had indeed a negotiable property. They have since six weeks to convey in training a client, liegg 
heen negotiating it, with success which will be indi- evaluator’s ability to recognize the preg * ab- 
cated below. sence of each necessary element. ere on in, 
A word should perhaps be inserted at this point if each element can be assigt 


as to the number and nature of clients who have as the Townsend clai 


nelastic a value 


testing is simplicity 


already signed up for Townsend services. At pres- itself. No troublegg etails like the personality, 
ent. there are 12 agencies applying the method, all intelligence, 


hut one of whom have been added in the past six evaluator, 


ity of the copywriter, artist, 
o distort the picture. 


months, and 11 advertisers. Together, these repre- In is that ad- 

sent annual billings estimated by Townsend and yto it makes insincere ¢ Here 
Townsend at $26.240,000. W. S. Townsend con- was stated above that reaction to Town 
cluded an interview with the writer with a fervent 1d method has been widespread. Naturally, in the 


request that readers of this article be advised that 


iderable curiosity has been roused as to just wha ak YR: RR ee LIN 


his firm is not at present equipped to handle any the elements are and how they are rated in the list. ment 
new accounts; letters to this effect have lately beet The October 25 Advertising Age carried a Town- ADVE 
mailed to a large number of agents and advertiser send advertisement based to a degree on that curi- know 
osity. If offered a 40-cent booklet for $5.00. Some send 
Il 250 advertisers and agents have since mailed in th the ac 
What the 27 Townsend elements are and ho cash, and replies have not yet stopped. The bo Tov 
much each counts are stock-in-trade secrets, but et does not, of course, reveal any Tow devel 
they seem to be based on examination of some 500 ets; it simply sells the Townsend metho affect 
campaigns—in each of which the degree of adver- wwonded to the offer got theizgdll thin | 
tising resultfulness had been determined. When W tte: ie Sit ' g 
they found that more of their elements were pres- Ve advertisement-of ours an intelligence  * 
ent in advertisements known to be successful, and test . . . desigi ef Contact with you alert above 
a nates ones. The purpose of the $5.00 cover charge was to teade 
less in copy that didn’t get results, they felt they keep out the purely curious. And to make sure you e 
were on the right track. would read the book promptly when it arrived. than ; 
each « 
[33] $5 bill 

ing. 
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‘ a legiste 
ing a1 
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‘M8 Here is the black and white page which 


Townsend and Townsend, Inc., inserted 
in the October 25, 1937 issue of ADVER- 
TISING AGE. It was the first advertise- 
ment this organization had ever run in 
ADVERTISING AGE, and so far as we 
know, the only advertisement Town- 
send and Townsend has ever used in 
the advertising trade press. 

Townsend and Townsend, who have 
developed a system for evaluating the 
effectiveness of advertising, had some- 
thing interesting to say to the advertis- 
ing world. When they said it in the 
above page to the alert, responsive 
teaders of ADVERTISING AGE, more 
than 250 of these readers responded, 
eee cach one returning the coupon with a 
fam $5 bill, according to Advertising & Sell- 
ing. 

It is significant to all interested in 
registering, rather than merely present- 
ing a message to the advertising world, 
that: 

First, Townsend and Townsend chose 
ADVERTISING AGE as the only publi- 
Cation to carry their message to the ad- 
Vettising field; 

Second, that the wisdom of their 
thoice was more than justified by the 
mazing response which their message 
*cured; 

Third, that the 250 coupons and $5 
tills which they have received came 
tom “advertisers and agents,’ the pre- 
"se group they wished to reach, and 

t"replies have not yet stopped”; 

Fourth, that this single black and 

Mite page, costing $275 at the one-time 

Ye, has already brought a direct cash 

“um of $1250, an unprecedented rec- 

“i for an advertising publication; 


tober 25, 1937 


How to get more sales 


in 6 


and profits from every advertising dollar you invest 


Stop your advertising waste. Step ahead of competition. 


At last research has identified the 27 basic selling elements that belong in 
your advertisements. . . . the very elements which bring you more sales and 
profits when you use them and with equal certainty doom your advertise- 
ment to failure when you omit them. 


This brief book “Why an Advertisement Succeeds or Fails” tells the story 
of the research which finally identified the “Townsend 27” basic adver- 
tising standards. The book was primarily designed for sales promotion. . . . 
to sell our advertising evalution service to fact-minded business men who 
want more sales and profits from advertising. . . . and who want to know de- 
fore they spend their money that each advertisement will return a profit. 
. and why it will. 
The little book has done its work so well—our evaluation service has been 


promptly adopted by so many prominent advertisers that, unfortunately, at 
the moment we cannot take on more clients. 


However, the demand for the book grows. One reader says, “This little 
book contains information worth a hundred thousand dollars to any adver- 
tiser spending a million.” 


Another prominent advertiser says, “Nothing I have read or seen since read- 
ing Kenneth Goode’s first book on advertising has been so arresting and inter- 
esting to me. . . . this is what advertising has long needed. . . . 1 wish I 
could know your whole story.” 


The book does not tell the whole story, but it does identify some of the 27 
basic selling elements. . . . and it does give the answers to some questions that 
have long bothered advertisers. . . . For example: 


1. Why advertising is the most powerful and economical selling tool avail- 


able to industry... ./ More powerful than people dream. 

2. Why advertising changes leadership in many industries. . Even the 
automobile industry 

3. 1s positive or negative advertising best? Answer... Neither! 

4. How do you get attention? .. . Interest? . . . Desire? . . . Action? 


5. Do coupons correlate with sales? 
. Which is best? 


7. Can you tell which of two advertisements will sell more goods or services 
—before you spend your money? ... Answer... Yes! 


6. Long or short copy. . . 


And in the book you see letters from some of the prominent advertisers 
using the “Townsend 27” advertising standards. ‘Those letters all tell the 
same story. . . . a new realization of the power of advertising as a selling 
force. A story of more confidence and... more sales. The book will 
show you that these standards are basic. That they quickly step up sales 
wherever applied. In department stores. In steel. In liquor. In furni- 
ture. And other commodities. 


It may be that the chap was right when he said the information this little 
book contains is worth a lot of money. In any event, we have decided to 
make the book available to you, if you want it. It costs us about 40c plus 
12¢ postage, and we will send you a copy for $5. That gives us about $4.48 
profit per copy. . . . Which seems fair to us if the information is as valu- 
able as some consider it. 


But. 


After you have read the book you may not think it was worth $5. So. 
If you are an advertiser, and don’t think you got your money’s worth, just 
send the book back in ten days and we will return your $5. 


There is one other thing we think we ought to mention. It is this: the 
chances are that you will never again look at your advertising in the same 
fashion after you have read this little book. You will probably ever there- 
after wonder how many of those 27 basic selling elements you are getting 
in each advertisement or radio program you buy. You will wonder whether 
your fullback, your halfback, and your other players are on your team and 
in the game, or whether you’ve left them sitting on the bench. And if you 
are like many other alert advertisers you will want to do something about 
that. You will want to make sure that every advertising dollar you invest 
has full selling power and brings you back a profit. You will want to cut 
out the worry and the waste. 


We regret that we cannot take on any more service accounts at the moment. 
But. 


There are a few good advertising agencies who are already applying the 
“Townsend 27 standards” to every advertisement they create for their cli- 
ents. Their clients therefore know before they spend their money thai each 
advertisement they publish returns a profit. 


Through these advertisifg agencies you, of course, get the sales producing 
power of these 27 basic standards without any additional cost. 


If you would like to know the names of these far-sighted agencies, just write 
us and—if you are an advertiser—we will be glad to tell you who they are. 
You had better write today for they can give the tremendous advantage of 
these basic selling standards to but one client in each industry. You can’t 
avoid the rush because that’s already started. But you “can get in early.” 
Write today. 


Townsend and Townsend, Inc., 30 Rockefeller Plaza, New York, N. Y. 


Townsend and Townsend, Inc. 
30 Rocketeller Plaza, New York. 


Cou pon Gentlemen: In accordance with your money-back guarantee, please send 


me a copy of your mae, ee an Advertisement Succeeds 
Fails” ; cl ‘ 
Tear out and or Fails $5.00 enclose 
‘| d NAME 
mail to ay. COMPANY 
ADDRESS __ 


Fifth, that the advertisement which 
brought these amazing returns ap- 
peared on page 47 of the October 25 
issue of ADVERTISING AGE, proving 
conclusively that the ADVERTISING 
AGE subscriber is a cover-to-cover 
reader, interested, alert and able to re- 
spond to any advertising message 
which warrants his attention and re- 
sponse. 

Not all advertisers want or can get 
the direct returns which this advertise- 
ment pulled — but every one who has 
any message to register among adver- 
tisers and agency executives can learn 
an important lesson in media selection 
from the experience of Townsend & 
Townsend. 


Advertising Age 
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February 21, 193 


Limelight on | TWO NEW MANAGERS 


Pacific Coast 
Radio Programs 


New York, Feb. 17.—Pacific Coast 
programs took the spotlight this | 
week as Tillamook County Creamery | 
Associations, of Tillamook, Ore., 
started a new series for Tillamook | 
cheese over the NBC Pacific Red | 
Network. The broadcast is heard | 
every Friday from 10 to 10:15 a. m. 
PST. Botsford, Constantine & Gard- 
ner, Portland, is the agency. 

Cardinet Candy Company, Oakland, 
Cal., also renewed its “Night Editor” 
show over 10 NBC Red Network sta- 
tions on the Pacific Coast, effective| MBS for a 13-week 15-minute pro- 
March 6. The dramatizations are| gram which will originate through 
broadeast Sundays from 9 to 9:15|WOR. The agency is Badger & 
a. m. PST. Tomaschke-Elliott, Oak-| Browning & Hersey. 
land, is in charge. “R” Is Overlooked 

The Richland Shoe Company, 

Nashville, Tenn., division of General And it goes on and on: those an- 
Shoe Corporation, has signed with | Mouncers of commercials who insist 

upon calling it “Febuary,” leaving 
out the first “r.””. Don Wilson, plug- 
ging for Jell-O, does this frequently. 
The customers, in self-defense, may 
soon ask for “Jeller.” 

Commercials on the Sunday after- 
noon Armco programs over the NBC 
Blue Network have a practical sales 
appeal. They can almost be classed 
as educational talks, because they 
give so much information. For in- 
stance, on a recent program, farmers 
were informed that there is nothing 
safer in an electrical storm than an 
all-stee] house, and several pointers 
were given about sheet metal for 
farm equipment. 


G. Reed Schreiner (left), has been 
named advertising manager of Carnegie- 
Illinois Steel Corporation. John H. 
Field, Jr., is new sales manager of 
Station WPTF, Raleigh, N. C. 


to 
JEWISH AMERICANS 


1. Reaching 250,000 families that 
MAKE the Jewish market. 

2. The Bond sales message in Jewish, 
the language they love and under- advertising manager of Krementz & 


M we es N ew Post 


Paul W. Monohon, formerly adver- 
tising manager of Watson Company, 
Attleboro, Mass., has been appointed 
stand. Co. and Jones & Woodland Company, 
3. Dealer co-operation through WLTH| Newark, N. J., manufacturing jewel- 


Radio Foodstores—the station’s own) ers. 
association. _ _— 


Ask for Jewish Market Information Passes Sales Tax 


The city council of Philadelphia 
© . has passed an ordinance over the 
veto of Mayor S. Davis Wilson im- 


posing a 2 per cent tax on retail 
NEW YORK sales exclusive of foodstuffs. 


SERVES HUNDREDS OF 
SMALL CUSTOMERS 


and every one gets RAPID'S fine quality 


at RAPID'S new, attractive prices... 
ob 


The Rapid Electrotype Company won its 
reputation for quality by serving small 
customers well. 


By far, the great majority of our customers 
today are small — ample proof that RAPID, 
the world’s largest maker of advertising 
plates, has never forgotten how to serve 
small customers well. 


Small customers, as well as large, benefit 
by RAPID’S new, attractive prices and by 
our single standard of quality which is 
unequalled anywhere. We invite your 
order — for a thousand large plates, or a 
half dozen small ones. 


! ELECTROTYPE CO. 


c I N Cc I N N A ey I 
Branch Plants or Offices at 
Atlantic Electrotype & Stereotype Co., 228 E. 45th St., New York 
Northern Electrotype Company . . 47 Burroughs Avenue, Detroit ‘ 
Hoffschneider Brothers . . . 500 Howard St., San Francisco 
Philadelphia Mat & Plate Co., 243 No. Juniper St., Philadelphia 
Cee Ss kw a. oS 400 North Michigan Ave. (Wrigley[Bldg.) 
ea a a Rhodes Haverty Bldg., 134 Peachtree Street 


WORLD’S LARGEST MAKERS OF ADVERTISING PLATES 


me, 


ADVERTISING AGE 


pi Getting Personal 


The legerdemain produced by a Latin professor who turns indus- 
trialist was very nicely illustrated by Dr. James Shelby Thomas, presi- 
dent, Chrysler Institute of Engineering, before a capacity crowd at the 
New York Advertising Club. Under the good doctor’s capable tutelage, 
ghosts of ancient Greece galloped alongside modern streamlined cars 
as classical quotations and pre- ——— — 
views of a world still to come CABALLEROS 
dropped from his’ dexterous 
tongue. . 

When Col. Barrington Hooper, 
the English trade paper publisher, 
arrived in town a few days ago 
with Mrs. Hooper, he threw him- 
self in with a couple of other 
colonels. The first night Col. 
Bill Rankin, agency prexy, played 
host and the following evening 
the visitors were guests of Col. 
Gil Hodges (New York Sun). Col. 
Hooper astounded some of his 
friends here by declaring that 
plans for the 1939 World’s Fair 
were virtually unknown in Eng- 
land. . 

Recent trans-Atlantic passen- 
gers: aboard the Queen Mary, 
bound for London, E. Frank Hum- 
mert, v. p. of Blackett-Sample- 
Hummert, and Mrs. Anne Hum- —— 
mert. Aboard the Normandie: Arthur Kudner, the agency man... 

Intent on showing industry how to beat the recession, Harry Car- 
roll, Hyatt Bearings a. m., and Herb Mercready, Magnus Chemical a. m., 
both hustled out to Cleveland to present their plans before the NIAA 
session there. . 


Hudson County (N. J.) Shrine Club has elected as president Harry 
Adair, pres., Metropolitan Advertising Company. “Son of Song” is 
the name of a first novel—best seller, we hope—from the pen of Alfred 
Eichler, member of the Ruthrauff & Ryan copy staff for the past ten 
years. 


Frank Pierce (left), Frigidaire's house- 

hold division manager, gets a little local 

atmosphere with Joe Straus, Frigidaire's 
San Antonio distributor. 


Coming events cast their shadows. For example, when William 
O’Neill, now pres., General Tire & Rubber Company, was attending 
Holy Cross, he passed his time outside classrooms 
by looking after the books in his father’s Worcester 
cotton mill. Within two years the business grew 
to a $100,000 concern and young Bill had already 
given evidence of the ability that was to boost a 
small tire factory into “Big Five” ranking. . 

Seymour Koretz, Newark agency man, had a 
couple of pictures taken, one of his face, the other 
of his feet. Then, he reproduced the two of them 
and found a swell theme for a mailing piece, en- 
titled “Using My Head to Save My Heels.” . 

Photographs taken by himself over a period of 
years have been put into book form by Dr. Ernst 
Schwartz, pres., Agfa Ansco Corporation. An en- 
thusiastic amateur camera addict, Dr. Schwartz 
calls his volume, “Pictorial America.” He’s put- 
ting it into private distribution among friends. . 

A group of liquor merchandising executives 
will make up the faculty of a ‘Wine & Spirits Acad- 
emy” to provide retailers with a cultural back- 
ground that may help sales. Among the professors- 
to-be are Alphonse Wile, Schenley’s; O. E. Aquas, 
Austin Nichols Company; Harold Grossman, Julius 
Wile & Sons; H. H. Weller, Fruit Industries. It 
was all the idea of Jack Treuhaft, Beverage 
Retailer. . 

We mentioned so many colonels above that we ought to say at 
least a word for a general. Gen. William Ottmann, pres., Lithographers 
National Ass’n., and v. p., U. S. Printing & Lithograph Company, is 
now serving the third successive N. Y. governor as military aide. First 
it was Al Smith, then F. D. R., now Herbert H. Lehman. . . - 

Statistics on the NAB conclave in Washington: Most inveterate 
NAB convention-attender is NBC station relations manager William S. 
Hedges, who has attended 16. And attending his first one is H. W. 
Deyo, secretary and comptroller, 
F. W. Woolworth Company and 
head of WGR-WKBW, Buffalo. 
Donald Flamm, WMCA ‘president, 
cut the meeting short to get back 
to New York and the new studios 
he’s building. 

More NAB notes: While lis- 
tening to FCC Commissioner Mc- 
Ninch’s speech, Elliott Roosevelt, 
head of Hearst Radio, refused to 
be third on a match offered to 
him by Peggy Stone. Lew Avery, 
commercial manager of WGR- 
WKBW and chairman of NAB 
sales managers committee, had 
such difficulty getting anyone to 
listen to his annual report be- 
cause of the fluster over reorgan- 
ization that he stayed on after 
| the convention in hopes that the 
| new board would listen. John 
Fetzer, WKZO president and NAB Club, entertains A. R. McCandlish, 
director of district 8, proceeded president of the Philadelphia lithograph 
to New York before returning to company. 
Kalamazoo, Mich. . . ar ari ao 

Harold C. Keith, president of George E. Keith Company, Brockton, 
Mass., is in England until March. .. Bob Sampson, salesman for KMOX, 
St. Louis, and the former Leona Quinn are honeymooning in Hot 
Springs, Ark. Charles E. Broughton, publisher of The Sheboygan 
Press, has been honored by that Wisconsin city’s Community Welfare 
Fund by being named an honorary director for life. And Herschel 
V. Jenkins, president of the Savannah Morning News and Evening 
Press, is new general chairman of the Savannah Community Chest 
campaign. 


PIGS IS PIGS 


So proved Barney 
Lavin, commercial 
manager of Station 
WDAY, Fargo, N. D., 
as he appeared at 
the NAB convention 
in’ Washington, D. 
C., last week with 
WDAY 's singing pig. 


EAST MEETS WEST 


Byron W. Butler (left), W. P. Fuller 
Company general manager and presi- 
dent of the Salt Lake City Advertising 


a 


Coming 
Conventions 


March 21-22—Annual convention 
Interstate Circulation Managers 4g. 
sociation, Wilmington, Del. 

March 22-25— Annual Packaging 
Exposition of American Managemen; 
Association, Palmer House, Chicag 
April 20-23— Annual conventioy 
American Association of Advertising 
Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27—Annual convention 
Associated Business Papers, White 
Sulphur Springs, W. Va. 

April 26-29— Annual convention 
American Newspaper Publishers As. 
sociation, Waldorf Astoria Hote! 
New York. 

May 3-7—Annual convention, Pre. 
mium Advertising Association o 
America, Chicago. 

May 10-12— Annual conventiop 
Lithographers National Association 
The Homestead, Hot Springs, Va. 
May 13-14—Annual convention, Aj. 
vertising Affiliation, Hamilton, Ont 
May 30-June 1—Annual convention, 
Southern Newspaper Publishers As. 
sociation, Biloxi, Miss. 


June 12-15—Annual convention, 
Advertising Federation of America, 
Statler Hotel, Detroit. 


June 26-30—Annual convention, 
Pacific Advertising Clubs Associa. 
tion, Ambassador Hotel, Los Angeles 
Aug. 23-25— Annual convention, 
Outdoor Advertising Association of 
America, Denver. 


In Atlanta 
THEY LISTEN TO 


~ WATL 


A POWERFUL newspa- 
per, A RESPONSIVE 


readership, A RICH mar- 
ket—are all available to 
national advertisers in the 
Lackawanna Valley. 


The Scranton Times with 
the largest circulation in 
Northern Pennsylvania re- 
duces to a minimum mar- 
keting problems in_ this 
territory. 


The Scranton Times 
Circulation 53,551 - 
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MURALS to MULTIPLY! 
your SALES 


An ordinary photo is worth @ 
thousand words, so think how 
much one of our enlarged photos 
used as an eye-catching display 
is worth as a silent selling point. 
By a special, careful, craftsman 
like process we see that every de- 
tail remains the same in the fine 
enlargement. And if you need it 
touched up—or would appreciate 
suggestions—you will get expert 
aid. For prices and samples of 
our work, telephone or write: 


CRAFTSMEN PHOTO COMPANY, “ 
245 W. 55TH STREET, NEW! 
Circle 7-1920 
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clo ‘Contest’ 


Seeks Increase 


e > 5 a9 | | | | 
Advertising’s Double Job e~or~o7~~+-ro4 


« - 
” By Ls Described by Durstine 
. in Agency Unit - 
) 
As. New York, Feb. 16.—Captioned as | 
“the first big pioneer contest for | | ) 
ing advertising people only,” a _ large- ) ( 
ent sized leaflet currently being distrib- 
iZ0 yted by the American Advertising ) ( 
ion Guild, CIO unit in the advertising | 
jing field, calls upon all “copywriters, | 
hite artists, secretaries, bookkeepers, ) ( 
production men, account executives, 
ion space buyers, clerical workers, re- _ 
hite search workers, receptionists, tele- | ) ( 
phone operators and radio writers” 
‘ion, —in true advertisement fashion— | 
As. “to fill in the blank balloons and : ) ( 
Otel the coupon below and mail today.” | “THIS GIVES ADVERTISING the | 
Considered by the guild to be the | job of helping to interpret each of | ) ( 
Pre. first time the contest idea has ever | these to the others. 
ot been applied to the promotion of ) ( 
union recruiting, the promises that 
tion entrants will win prizes are almost 
tion as rosy as those of any contest. 
a. with the flat assertions made that 
. Ade “if you work in advertising you 
Ont know all the answers” and that ) ( 
tion “everyone who enters. will win.” 
3 As. Four cartoons are presented show- | , A 
ing respectively an art man, a sec-| ROY DURSTINE, president of Bat- ow ~~ wos wo ~ 
retary, @ production man and a| ten, Barton, Durstine & Osborn, starts | : 
ition copywriter, each in a scene with | out easily in a talk before the Chicago 
erica, “the boss.” The “contest” consists | Federated Advertising Club, saying, 
of filling in the blank balloons with | “The objectives of the Roosevelt ad- e 
what “your boss would answer in| ™éimistration are to bring income of 
a ae ake ile  cuemamanen agriculture, business and labor into Oo yY a entine 
; A aay proper balance. : 
which are concerned with night lan. nae vat _ “THE ADVERTISING MAN of today 


work, a stuffy office, overwork and 
a raise. 

The distribution is being made at 
the entrances to buildings housing 
agencies, with a limited number 
being sent by direct mail to agency 
personnel. According to the guild 
an initial printing of 25,000 copies 
was made of the promotion piece. 
It was asserted that the  throw- 
away was but one step in a long- 
range campaign which has_ been 
worked out jointly with the United 
American Artists, the newly named 
artists’ branch of the United Office 
and Professional Workers of Amer- 
ica, formed from the three artists’ 
groups which recently left the A. 
F. of L. to join the CIO, as reported 
in the Dec. 27 issue of ADVERTISING 
Acre. Although neither organization 
would divulge concrete information 
regarding total memberships and 
organizational plans, it was stated 
that “work is progressing at various 
Stages in the majority of the agen- 


George T. Eggleston has joined 
Harlan Logan Associates, New York, 
as associate publisher of Scribner's 
Magazine. He was formerly editor 
of the old Life and more recently 
art editor of the photographic Life. 


Color for Pubes 


Pabco-Paraffine Companies,  Ince., 
San Francisco, will use color adver- 
tising for Pabco linoleum during the 
year. American Home and Woman's 
Home Companion will carry the color 
schedule, beginning with the May is- 
sues. 


Guttenberg Adds Duties 


E. E. Guttenberg has been named 
assistant advertising manager of Cal- 
vert Distillers Corporation, New 
York, in addition to his present post 
as publicity manager. 


Joins Aircasters 
Jessie Elizabeth Church, formerly 


has two jobs. The first is to sell the 
products of his clients, and the second 
is to present the advertisers them- 
selves in such a light that their poli- 
cies will be clearly understood.” 


“THE PLATFORM LAID down by 
the conference of little business men 
in Washington was like a draft of 


HE above gadgets are samples of the sentimental sou- 

venirs which punctured the bodies of seven members of 
the ‘‘Bugs”’ Moran gang. Their hearts were so touched by 
this Valentine greeting that six died instantly and the 
seventh a few hours later. Massacres like this are common 
in countries being ‘‘civilized"’ by over zealous ‘‘saviours” 
but this one took place nine years ago this month in Chi- 
cago, U.S.A... .in the country of vanishing Americans. The 
same lawlessness has become the popular pastime of 
‘thop” soaked hoodlums in nearly every city of a country 


that we used to own. 


cies” but that in no instance have| with WIBM. Jackson, Mich has| fresh air in a feverishly hot room.” As members of the U.S. Billpayers Union No. 1, we object 
*mployers been asked to enter into | joined Aircasters, Inc., as account , ° 
vith negotiations with either union. executive in charge of production of to being shoved around by high class racketeers and low 
\ te res all women’s programs. 
Evansville Co-op Is ere class bums ... and the 2,000,000 readers* of Macfadden 
re Object of CIO Charges Agency for Acushnet : : : a 
a The Evansville, Ind. council of |. Acushnet Process Company, New Detective Group Magazines agree with us. They're tired 
: the ClO has begun circulation of a | Bedford, Mass., manufacturer of golf 
this petition asking an investigation of | balls and rubber sundries, has named 


alleged violations of the Wagner act 
by “certain Evansville manufactur- 
ers” and the Evansville Co-operative 
League, CIO officials expect to trans- 
nit this petition to the United States 
Senate. 

The petition charges that the 
League organized by local manufac- 
lurers some months ago to conduct 
an educational advertising campaign 
°n relations of capital and labor, as 
reported in ADVERTISING AGE Dec. 13 
has branded the CIO as commu- 
Nistic and under the influence of 
‘ertain outside agitators. 


Joins Wheeling Steel 
_D. W. Droll, formerly with Clay- 


H. B. Humphrey Company, Boston, 
as advertising counsel. 


Leeker Has New Post 


EK. H. Leeker, formerly display 
manager of the Hub, Henry C. Lyt- 
ton & Sons, Chicago, has joined the 
sales department of W. L. Stensgaard 
& Associates, Inc., Chicago. 


Now Julius Marcus Co. 


Julius Marcus Laboratories has 
changed its name to Julius Marcus 
Company, Inc., and is moving from 
Jersey City, N. J., to Brooklyn, N. Y. 


Changes Format 


“UP IN MINNESOTA, there is a radio 
program, ‘The March of Minnesota, 
which interprets the interdependence 
of all business, all agriculture and all 
labor more clearly than it has yet 
been presented to the waiting public.” 


of paying gangland’s hidden tax on the $1,500,000,000 
worth of merchandise they buy every year. Incidentally, if 
you have a good product you would like to sell to them, 
we are quite sure they'll buy, because they aren't the kind 
of folks who are satisfied with relief checks. 

Let us tell you why you should reach them for the small 


sum of $1.53 per thousand black and white pages. 
*667,303 net paid circulation . .. 2.84 readers per copy 


te Mark & Co., Chicago, has joined Photo Lithographer, New York, . 
le New York district sales office | has increased its size to 9 by 12 T H E M AC FAD D F 
abe ig Wheeling Steel Corporation as| inches, effective with the March is- 
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Kaufman & Fabry photos for Advertising Age 
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U. S. Printing First 


American manufacturers lead the 
world in the production of printing 
machinery, according to Foreign 
Graphic Arts Industries, a 382-page 
study embracing all branches of the 
printing art, just released by the 
Bureau of Foreign and Domestic 
Commerce. Products of American 
manufacturers of printing machin- 
ery, the report says, are generally 
regarded abroad as the ultimate in 
both quality and efficiency. United 
States printing inks, the study adds, 
are also in high favor, with 1936 
exports to 67 countries estimated at 
a $1,000,000 volume. 


Broomfield, Podmore, 
Join Moore Agency 


Leslie Broomfield, formerly with 
N. W. Ayer & Son, Philadelphia, 
has been appointed account execu- 


tive of Kenneth W. Moore, Inc., 
Trenton, N. J., agency. 
George R. Podmore, previously 


with the Trojan Studio, New York, 
has also joined the agency as in- 
dustrial designer and art director. 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 


ADVERTISERS SEE 
STABLE MARKET 
FROM FARM ACT 


Efficacy Depends on How 
Ruralites Respond 


By RICHARD B, ESPEY 


Chicago, Feb. 18.—A greater sta- 
bilization of the rural market, afford- 
ing the farm advertiser a sounder 
basis on which to launch future mer- 
chandising programs, appeared today 
as one of the most favorable conse- 
quences of the newly enacted admin- 
istration farm bill. 

Advertisers qualified this predic- 
tion, however, with a reluctance to 
estimate the measure’s actual suc- 
cess, and with the comment that it 
was essentially a long range plan 
rather than one which would have 
an immediate reaction upon the cur- 


rural markets. 

The possible stabilizing influence 
of the bill, it was also brought out, 
will be in leveling out farm income 
on a year to year basis, rather than 
shifting the present seasonal trends. 


Provisions of Measure 


Provisions of the measure include: 

1. Authority to the Commodity 
Credit Corporation to make loans on 
farm crops when surpluses deflate 
prices. 

2. Creation of a $100,000,000 Fed- 
eral Insurance Corporation to under- 
write wheat crops against damage or 
destruction by natural causes and 
authority to buy them when neces- 
sary to stabilize prices and supply. 

3. Limitation of benefit payments 
to $10,000 annually per farmer if he 
co-operates in the program. 

Effective working of the measure 
should do much to justify intensified 
effort in the cultivation of rural 
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Contemporary copy in current women's magazines finds Andrew Jergens Com- 
pany's "Delightful Hands” vying with Lux’ "Dishpan Hands.” 


pointed out. In the past, many of 
these advertisers have restricted their 
plans for rural merchandising, feel- 
ing that it might not be profitable to 
begin building up a market which 
might be completely destroyed in the 
next season because of adverse crop 
conditions. 

Of major advertisers, one of the 
most active in recent cultivation of 
the farm field has been Zenith Radio 
Corporation. Edgar G. Herrmann, ad- 
vertising manager, reported that 
within the past two years the por- 
tion of total Zenith sales in rural 
and small city areas had increased 
from 30 to 70 per cent. 

Mr. Herrmann pointed out that the 
real effects of the farm bill would be 
decided largely by the farmers them- 
selves due to that part of the meas- 
ure providing for referendums on 
crop control. Present conditions in 
the rural field are bright, he added. 

“Buying power in rural areas has 
not been vitally affected by the re- 
cent recession,” he said. “The farm- 
ers have money, but not all of them 
are spending it as freely as they 
might because of the ‘recession’ talk 
which comes to their ears. 

“Our major season in farm mar- 
keting is from September through 
Christmas. We don’t believe that 
the new bill will tend to change this, 
but if it does our advertising pro- 
gram will be flexible enough to adapt 
itself to the shift. We like our role 
as one of the leading advertisers 
in the farm field and we have every 
intention of maintaining our posi- 
tion.” 


Mother Nature Still 


F. W. Heiskell, advertising man- 
ager, International Harvester Com- 
pany, emphasized that advertisers in 
guiding future programs in the farm 
field would be affected by other forces 
as well as by the administration’s 
hope for an ever normal granary. 

“We don’t believe that the bill is 
going to have nearly as much effect 
upon our merchandising and sales 
efforts as Mother Nature,” Mr. Heis- 
kell asserted. 

“We are not strong believers in 
the economic wisdom of crop curtail- 
ment. There should be, we feel, a 
better way out of overproduction 
problems than this; possibly a 
stronger effect toward increasing our 
export sales. Crop reduction does 
not appear as a major factor in cut- 
ting down the need for new farm 
equipment.” 

Mr. Heiskell pointed out that the 
farmer with a 160-acre farm needs 
practically as much equipment as 
one with 3860 acres. Crop curtail- 
ment, however, he added, would ef- 


Rules 


fectually reduce the farmer’s return 
from the investment he has in his 
equipment. 

A spokesman for the Standard Oil 
Company of Indiana pointed out that 
rural sales of petroleum products 
were determined largely by factors 
beyond company control. The sale 
of petroleum products is and will 
continue to be strongly seasonal, he 
added, although this company will 
maintain a close watch on the rural 
market for possible adjustment of its 
program to a leveling off or other 
shift in farm buying tendencies 
brought by the new measure. For 
the present, Standard Oil will con- 
tinue its intensified promotion in 
rural areas. 

W. S. Stinson, advertising man- 
ager, Oliver Farm Equipment Com- 
pany, reported that crop reduction 
might be a favorable influence on 
farm equipment sales. 

“Closer acreage control,” he said, 
“may create in the farmer a desire 
to do the job more thoroughly and 
efficiently. Logically accompanying 
this would be a desire to have new 
and modern equipment.” 

On leveling off influences of the 
new measure, Mr. Stinson said that 
Oliver would continue to equalize its 
marketing seasons. He recalled the 
company’s successful experience in 
introducing new lines of tractors last 
fall at an out of season date, as re- 
ported Oct. 25 in ADVERTISING AGE. 


Glazo Unwraps _ 


$100,000 Color 
Drive in March 


New York, Feb. 15.—Having cre. 
ated four new “Tropical” colors for 
its spring line of nail polish, Glazo, 
Inc., East Rutherford, N. J., last 
week announced a $100,000 advertis. 
ing campaign, the most ambitious ip 
its history, to be launched on March 
20, the first day of “Tropical Week.” 

The four new colors are Tropic, 
Congo, Spice and Cabana, labeled by 
fashion experts as destined to gain 
most popularity this spring. Ful] 
page insertions, using tropical scene 
backgrounds, will feature an en. 
dorsement from, and a full-color pic. 
ture of, movie actress Joan Bennett, 
Point of sale posters will carry the 
same tropical theme and the Ben. 
nett sponsorship. Another dealer 
aid is a new “shade-selector” card 
which shows how the new colors 
look on the nails. 

Consumer promotion, to begin dur. 
ing. “Tropical Week,” will appear in 
The American Weekly, Cosmopolitan, 
Hollywood, Modern Romances, Mod. 
ern Screen, Motion Picture, Movie 
Story Magazine, Radio Stars, Red. 
book, Romantic Magazine, Screen 
Book, Screenland, Silver Screen, 
True Confessions, and True Story, 
The campaign will continue from 
March until November. Monroe F, 
Dreher, Inc., is the agency in charge, 


“Melody Puzzles’? Draws 


Big Return for Luckies 


Lucky Strikes’ current “Melody 
Puzzles” radio program, aired 
weekly over NBC Blue network, is 
duplicating the phenomenal success 
of last year’s “Your Hit Parade” con- 
test series, according to results of 
the first four weeks. 

A total of 100,212 melody puzzle 
scripts were submitted during that 
period. Lord & Thomas, New York, 
is the agency. 


Names ‘Alvin Austin 


Eastern Wine Corporation, New 
York, producer of Chateau Martin and 
other California wines, has appointed 
Alvin Austin Company, New York, to 
direct its advertising. Newspapers, 
radio, business papers, posters and 
car cards will be used. Emil Mogul 
is account executive. 


Quick Serve Beans Bow 


Cline-Johnson, Inc., Owosso, Mich. 
has launched a test campaign il 
Grand Rapids, Mich., to introduce 
Quick Serve beans. Copy stresses 
economy in cooking and ease in pre 
paring. Stevens, Inc., Grand Rapids, 
is handling the account. 


r 


a lot of money 


Production Static 
DECEASED 


Frankly, a few years back in our 
long career, there was too much 
static out in the plant. Kind of stop 
and go at times—a machine stutter- 
ing there, or a man slipping here. 
We set out to stop that—and set out 


months now, it has been our supreme 
satisfaction to know that static here 
is dead. You should remember this 
when next you need our products. 


PARTRIDGE & ANDERSON COMPANY 


TELEPHONE: HARRISON 3732 
712 FEDERAL STREET, CHICAGO 
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Womans Day 
Now 2¢ a ‘Copy 
in all A&P Stores in 
the United States 


Women are buying WOMAN'S DAY because they want it. Wanting and buying a magazine 
makes them want and buy the goods you advertise in it. *Effective with the April issue WOMAN’S 
DAY offers a net paid circulation reaching the top million families among AGP customers. 
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Reprinted from insert ads in A&P grocery advertisements. 


ie gees ere nad = a : | 2s SE ae = 4 vy ! is : x ; hon rn Hoe * eee ae ee de eee 
on w i ee ae PT Te Oo EE eat Se . ie "——"- - -— mr 8 ae ee, ee ty ae eee ¥~ oe Peas oh aes "x rs VT TSU Pn 5 Po "MET, ins #2 o 
com) dima, 6 eee © 
~ LL / aS / s y mane. , ea fe ee 
ye s E Wi / < c Read “; . AGUS | pte ~~ — Eee ‘ 
h ¢ MARION sNOLPR, cin 18 A 6c ry Mar NOP? | Kee a eo: 
° E AN Se 34e > wed ‘Com §e ; *t. ow ii 
Ve q : ae : other Aillis} / ‘ee mes "OY Vere ¢ | 
“ * 4 ¢ CES ; 45c l sto many “e: Bolly er 4 Paden Hillis. 
AL ee | “ 42 fh 
lor Y Loy syas TE bd | \ Aaa tt — 
eA ee ae — Io sm oy 
as 414 4 . y, & 
ts. a ; Can l7e WOM AN Pkg. 7e 
: ow oman ® J DAY ; *'WOMAN' 
i” ‘ | Se : ; D AY ods 7 a. 
oe ade) At ; } fiatig: eae NS | DAY ce 
al V " mAGAZIN * o fe wg a ) eee 
“ ' Peter 
a i / Can 23¢ e K : wy er 
en \n \\ be Thy ry ‘ 3 ¢ | if 2 i 
Dic. 7 Ww » “D cans 25¢ | } é 
ett, ts — 2-02. ~ ‘ 8 
” vo Bot. Se ae . eet } ; ‘ a 
ho t a i a Flour om 18. 7 ae Magazine eer q 7¢ | a 
ol at At Pancake or Buckwheat x. Wor A Ying The M ee: 
vard \ 1" +\. P STORES ‘ P| ie ae hie NEED Price Sn WOME Ps Fad oe 
en me PAS \ Ses . EED:’ wae 
=i *s 34; ; A XYDAy Low PRICESr — 
r in * : -_ EE A eS ES Pah Ne ee oi Spee = aN he een — J : 
itan, ee 
Mod- s? Ww. =! 5 4 ner 
‘ovie | = o? < a 
eee Th e, 
reen, ; eu ; ‘ ae 
7 er . 28g \" ST. : 
rom wa et ‘ibis 
e F, aot . by t ADs? ., reap 
arge. “V eri: . : : . / Tod ce at gi ; | 
kien | ay opps ie sme oS Day 
- | yy ories, articles, i ed at ry Pg 
7 | : 7 = oe 
ired ‘eatures fas BON “Tybee: . ite. 
2. U barrie fg | se Sarah ae oF 
a | ere a cnn | o 
its of F ‘ ; i 
- Noman s_ 
X : : ‘A&p V ; s 
eS ™ cues 
Cc oe ewe . ee 
2 oe Nee ree ¢ 
N : Ri, 
in a 17° a ae 
inted § ee 
wh, ta j rs —_ on ontinn ese 
ya pers, i i a W ale 
d i i Cong . Omen Se = a 
Mogu 29 Leg Per tee as 
\ bist | t ys : Dl ‘ _ 
wh \. | | ry a 
ih, | ON ) 2 4 — 
i yaa * Wom A a 
e — ; i : 5 
crest p bocy. Neearsae OO" Sc ) Day ae 
* ids ranges piste abit ib Z iia 
7 i o% # Volos” wa y mad Pee a D ae | c : 
a Reed ** ess Pe “ Baier iT ; ) 8 Lot ‘Merrieg Sout eS - 5. Lutes. *! 44 ie 
3 Dae Lae a § abe Pa d a eae ad : month's iE a : is 
; = “en s ‘ : } Ci anwince ye tT el ¢ Fs D 3 nan Ss 8) " | a, bese: : at 
: » aan * iat . 'C| ow ; MACAZINe ay — | , =, ty 
4 9 7 } N P j Ae AR 8 "yim, "y ak 
ST MANS| €Y * WOMANS] if ata "Se avg | : & 
Wo st aac? wh | VQ . | 
‘ 2 } ’ \ wes Mea. : < : 4 
DAY ae paAY | - (We ih Pcdings meee | 
egy . te he Tr Not an 
sun ) Consun WMO 10 Serre : | See { 
Ss si. & T ¢ Table Campaign i. "Gat Ioin the ; Moe Se Rey f = 
| Fe, reG . Fa # Bum eae sl | 
< ' Pa j ne e ‘ites: 
es \ BRILLY “sep ) ak 4s 
‘ BR CG ae ' P4 ‘ > Ven 
7  40e " x Gor | od | ! \ 78, ages tillia; 
. : / The Mage” : ; a. te the I 
wage | MeO NeeD ay ks tee 
The Magezin® ‘ame | Ho te OW Gat! | 2m Wi ; 
voMerea oh lapP’ OAn's * MA | 
oe z: a WR S 18 HAN 
a 9 ae 
- ae ‘ew iss - 
on Set a eee 
° - Cc f . : : 
pe .. {ot , oct : j - RX —s = y4 Pp 2B : ¢ is 
Lb . : ” by : 4 
oh oe ie Le oe | | : | 
= 5 ff ena gr co : ase Zi NN ant eueet i | Ge ae i : 
\w ae "4 >) yore ies, foot q ; 
: ; \e ( Tor" Sey. 1¢ : C\ \ . Fe 2¢ \ os | '8e ; sie. Magezing | 
Mai et an" net > ‘¢ MEN 7 
: \ WO aaa coo | woman a | | ao 
shee. a | Sees . ' “ pee 
4 \ om Me i ee ——=_ — ae 2% wo wat Oy: aS ae bial s: sh Sin Mh in tion evince ae Waban < . ; oF 
i Se y eeeee te & Be a ian #1 Pee) oe Se East pth iy erg 3 4 LO, ie yack Her aia ‘ Ne ora OT ape of ervey aes Sic eon: A Pe eat ee ys st arte joayeag er penne es ee, $ 


¥ 
re aN 


34 


ADVERTISING AGE 


1938 


Lineage Index 
Shows Decline 
In Display Copy 


Chicago, Feb. 18.—-Retailers’ use of 
display space this year, through Feb. 
12, is 5.0 per cent below the corre- 
sponding period of last year, accord- 
ing to Apvertisin« Ace Index of Re- 
tail Activity. 

This Index, which measures retail 
display lineage of newspapers in 79 
important markets, shows a total of 
111,914,286 lines for the period re- 
perted, compared with 117,875,759 
lines for the same 1937 period. 

For the seven day period ended 
with the date reported, the Index 
cities show a total of 17,357,412 lines 
against 18,807,309 lines for the cor- 
responding week of last year, a loss 
of 1,449,897 lines or 7.7 per cent. 

Percentage of gain or loss for each 
weekly period of this year over 1957 
is shown in the following table: 


Pr errs re 0.8 
Jan. 8& -2.4 
Jan. 15 -3.7 
Jan. 22 —5.1 
Jan. 29 -7.2 
Feb. 5 7.4 
Feb. 12 —T.7 


Lineage figures tor each individual 
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PRINTING 

ov know that detours are 
wan irritating, generally 
costly— and sometimes the 
cause of serious loss ... Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, sorme- 
where else for presswork?. . 
When you put selling vehicles 
on the straight, smooth, fast pro- 
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duction route—Faithorn 3-in-]— 


you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule —clean and hand- 
some, fit to carry your sales mes- 
sage with honor... You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing 
Exceptionally well fitted to submit ideas, 


write copy, prepare sketches and draw- 
ings—through every step of production. 


® For years the 
}. P. Smith Shoe Co. 
haverouted muchof 
Faithorn 3-in-]. Ask 


themhowtheylikeit! 
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FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 
You can use one or all—just as you wish 
but all are here, ready to serve you... 


Speed, econemy and 


YOUR NAME HERE 


satisfaction assured. 


FAITHORN 


CORPORATION 


504 Sherman St., Chicago * Wab. 7820 


DAY AND NIGHT SERVICE 
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measured by this 
the tabulation 
elsewhere on this page. 


Pigue Is Dead 
in Tennessee; 
Retired in ’37 


Martin, Tenn., Feb. 14—-William W. 
Pigue, 54, who retired from his work 
with the Gulf Publishing Company a 
year ago because of ill health, died 
here today of a heart ailment. 

Mr. Pigue began his _ business 
career as a reporter on the old Nash- 
ville American in 1910, but soon 
shifted to the business department, 
and served a number of daily papers 
as advertising manager. 

In 1925 he became Pittsburgh man- 
ager for Gulf Publishing Company, 
Houston, Tex., publisher of Oil 
Weekly and other papers. Mr. Pigue 
held that position until 1937, when 
ill health forced him to abandon 
active business. He then returned 
to his boyhood home here. 


Index are 
appearing 


HIRAM WALKER PRESIDENT 
SUCCUMBS IN EUROPE 


New York, Feb. 16—William James 
Hume, ‘presi- 
dent of Hiram 
Walker Good- 
erham & Worts, 
Ltd., died in 
Rome, Italy, 
Monday night, 
of mastoiditis 
caused by influ- 
enza, officers of 
the company 
were informed 
today. oe 
Hume, accom- 
panied by his 
wife, sailed last 
month in the hope of 
proved health abroad. 

The scion of a distillery family, 
Mr. Hume, who was 46 years old, was 
largely responsible for the merger of 
important Canadian distillery inter- 
ests under a single management. 


W. J. Hume 


finding im- 


CLARENCE EYSTER, OF 
PEORIA STAR, IS DEAD 


Peoria, Tl, Feb. 15.—Clarence EF. 
Eyster, chairman of the board = of 
managers of the Peoria Star, died 
Saturday morning in St. Francis Hos- 
pital here, a week after he 
stricken with a heart attack in 
office, 


was 
his 


Mr. Kyster, who was 55 years old, 
had been in health since last 
October, when he was injured in an 
automobile accident near London, 
Ky. 

The head of the Peoria Star spent 
virtually his entire business career 
in circulation work and that phase 
of newspaper operation was always 
closest to his heart. He served as 
secretary-treasurer of the Interna- 
tional Circulation Managers Associa- 
tion since 1919. He became chairman 
of the board of the Star in 1920. 


poor 


ADVERTISING MANAGER 
DIES IN AUTO CRASH 


Cincinnati, Feb. 14.-—Marion = A. 
Smith, 380 years old, advertising 
manager of Littleford Brothers 
Company, road maintenance equip- 
ment, was killed today when his 
automobile was struck by a Penn- 
sylvania train at a crossing near 
Spring Valley, O. 


when the accident occurred. A 
widow and two children survive. 


C. H. MORSE DEAD 


Worcester, Mass., Feb. 15. 


ger of the Worcester Telegram 
Evrenina Gazette, died Thursday. 


and 


YUNKER PASSES 
Springfield, Mass., Feb. 15. 
H. Yunker, 62, 
ager of the Springfield Republican, 
died Thursday. He spent nearly 30 


years in that post. 


Arthur 
veteran business man- 


Index of Retail Activity in 79 


| 


| 


Markets 


February 21, 


Important 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 


Gain % Gain 
7-Week 7-Week 7-Week or Loss) or Loss 

Period Period Period 1938 1938 Week Week % Gain 

Ended Ended Einded over over ended Ended or 
City Feb. 15, 1936 Feb. 13,1937 Feb. 12, 193s 1936 1937 Feb. 13,1937 Feb. 12,1938 Logs 
DEE. Te. hdccwenevess 1,783,712 1,877,564 1,501,807 -15.8 —20.0 532,192 212,177 36) 
ES ee 703,822 772,359 624,477 —11.3 —19.2 125,916 97,272 ~22.4 
pT Se Se 1,643,390 1,686,584 1,780,674 +8.4 +5.6 306,856 265,300 -136 
Baltimore, Md. ........ 2,338,678 2,524,667 2,428,061 +3.8 —3.8 363,298 382,620 +53 
Birmingham, Ala. ..... 1,138,382 1,442,896 1,478,092 + 29.8 +2.4 239,778 227,570 —§.) 
Pe Men, oscneeee ee 2,367,493 2,497,016 2,392,260 +1.1 —4.2 352,815 338,084 ~4,9 
Bridgeport, Conn, ..... 1,051,596 1,046,808 1,104,460 +5.0 +5.5 166,992 167,832 +05 
Pe 2 BReeéeeenaca a 1,610,526 1,875,286 1,883,686 +16.9 +0.4 324,646 288,540 -11,] 
so eS a ere 464,537 505,610 429,141 —7.6 —15.1 70,905 73,277 +3.3 
Cedar Rapids, Ia....... 459,270 535,444 496,552 +8.1 —7.3 76,818 75,628 —1.6 
Chattanooga, Tenn..... 766,563 744,041 705,284 —s.0 —5.2 102,92" 92,878 —9,8 
Chicago, TH. ...ce..+s- 3,309,971 3,696,524 3,510,438 +6.1 —5.0 621,698 597,904 —3,8 
Creermeetl, GC. cacccces 1,843,130 1,855,319 1,833,277 —O0.5 —1.2 368,930 296,722 19.6 
eevee, Gh arecccess 2,227,307 2,378,336 2,368,660 +6.3 —0.4 $55,310 341,328 —3.9 
Cn Mh sercccce’ <¢uaceen -ee@eseese  ss9nenes , ‘ 240,513 228,943 =i 
PRREO “SOM. cecearsces 2,496,796 2,399,852 2,577,615 + 3.2 + 7.4 370,606 378,087 ey 
ee: Eee 1,525,678 1,631,966 1,558,948 +-2.2 —4.5 259,070 240,156 -7 
Denver, Colo. ......... 1,199,138 1,202,405 1,182,130 1.4 —1.7 177,720 163,475 ~8 0 
Des Moines, Ia......... 736,627 771,728 769,551 +45 —0.3 149,879 105,840 -29.4 
Detroit, MGR, ....22s: 2,406,791 2,566,554 2,252,596 —6.4 —12.2 387,780 320,363 -174 
a ee Wicccnekk? sncmeenn js} cxkanars ve a ee 189,070 192,220 +h? 
a ree 767,242 956,346 1,032,496 +34.6 +7.9 163,646 168,168 49% 
Evansville, Ind. ....... 1,469,272 1,119,861 1,469,240 ; +31.2 171,038 191,688 + 12. 
Fall River, Mass....... 409,080 406,955 379,638 —7.2 —6.7 68,934 62,221 —9§7 
oy) A, ee 1,069,922 934,010 941,108 —12.0 +O.8 123,788 129,878 + 4.4 
Fort Wayne, Ind....... 1,167,523 1,290,135 1,207,500 +3.4 -6.4 229,537 204,000 —11j 
|, A EA re 607,389 819,167 651,067 + 7.2 20.5 143,894 99,996 —30.) 
Grand Rapids, Mich... . 988,848 1,215,298 1L.0e4.698 —5.6 14.0 192,738 181,342 —5.9 
Greenville, 8. C........ 563,898 750,415 TIM, 146 t+ 2%. 4.2 106,462 115,990 + 8.9 
OT i ee 1,563,114 1,809,598 1,785,510 14.2 —1.3 283,010 267,218 —5.6 
Indianapolis, Ind....... “7,846,960 2,010,981 1,965,766 — +6.4 2.3 323,974 298,270 —13 
Jacksonville, Fla....... 09,048 1,060,962 WS6 007 HSS -7.1 165,466 144,130 —12.9 
Jersey City, N. J....... 273,746 270,539 246,033 10.1 —9,1 36,513 51,133 + 40.0 
Kansas City, Kans..... 254,723 311,864 346,472 + 36.0 +11.1 45,101 41,496 —8,0 
Knoxville, Tenn. 1,071,812 1,066,002 1,205,974 12.5 + 13.1 160,664 175,462 +92 
Little Rock, Ark..... ~~. 1,043,980 ~ 7,055,386 “7,110,826 $$ +64 °&«24+45.2 150,64 185,304 £230 
a ge ee S|) en 3,007,109 2,876,628 -4.3 520,398 476,995 fd 
Lenn, MOSS, ......6.5. 1,176,952 1,118,782 So9.500 ‘99 19.6 91,938 86,814 —5.9 
Manchester, N. H...... 394,602 386,442 $35,928 10.5 12.8 56,124 62,746 + 11.8 
Memphis, Tenn. ....... 1,318,580 1,245,736 1,362,872 3.4 + o.4 168,602 206,864 + 22.7 
Milwaukee, Wis. ...... 1,379,793 2,039,118 1,810,504 +3i.2 11.2 337,203 169,915 —49.6 
Minneapolis, Minn...... 1,831,591 1,927,807 1,673,870 —8.6 -13.2 242,929 203,246 —16. 
| New Bedford, Muss.. 414,862 415,674 £15,882 —).2 —.4 64,946 62,216 —4.? 
| New Haven, Conn...... 1,150,954 1,111,698 1,109,004 == 3.6 0,2 159,642 166,096 + 4.0 
New Orleans, La..... 2,438,789 2,429,224 2,149,515 -11.9 “11.5 253,797 304,680 + 20.0 
tNew York, N. Y....... 7,580,736 8,042,062 7,462,166 “1.6 1.2 1,322,530 1,215,252 a 
Seroomivye, NWN. Y¥... 206-5 S07,45% 899,584 607.014 24.8 —32.5 135,917 101,081 —25.6 
oo eh ee 1,085,590 1,126,678 1,062,796 3.1 —).7 161,588 152,684 —5.5 
Oppiene. Cal. ...6.600. 851,620 834,399 842,864 ~1.0 +1.0 144,765 137,050 —i.! 
Oklahoma City, Okla... 1,250,046 1,302,994 1,437,604 15.0 +10.3 199,178 253,540 + 27.3 
a... S. SSS 1151,335 1,255,992 1,190,835 F344 —5.2 194,866 158,378  —18.7 
Philadelphia, Pa. ..... 3,416,173 3,653,944 3,277,803 —4.1 —10.3 576,623 545,305 —5A 
Phoenix, Ariz. ........ 931,350 915,558 1,043,196 4+-12.0 +13.9 177,660 186,928 +52 
| Pittsburgh, Pa. ....... 2,625,140 2,846,802 2,548,826 —2.9 —10,5 451,262 401,520 —110 
Portland, Ore. ........ 1,333,864 1,424,765 1,243,042 —6.8 —12.8 240,128 207,046 —13.8 
Providence, R. I....... 1,520,013 1,559,415 1,878,054 —v.7 —11.9 221,493 203,320 —$.2 
Se a Y68,198 1,140,958 1,115,086 +15.2 —2.3 171,934 175,476 $2.1 
Richmond, Va. ....... ,387,162 1,402,338 1,377,194 —0.7 —1.8 217,098 219,814 +1. 
§$Rochester, N. Y....... 2,050,354 2,195,091 1.972.124 13.6 sun 9.3 359,061 284,709 —20,1 
Rock Island-Moline 997,612 1,062,418 1,158,500 + 16.1 +9.0 135,422 164,248 +215 
Sacramento, Cal. ...... 1,032,630. 1,030,946 914,816 1.4 =—f1.3 142,884 120,848 +154 
San Antonio, Tex...... 795,795 781,165 T49,545 —§,8 —4.1 113,967 104,511 8.5 
men Demo, Cal......s. 1,789,914 1,766,450 1.562.484 -12.7 ~11.6 243,460 229,334 —i.8 
San Francisco, Cal..... 1,837,361 1,804,194 1,899,234 +3.4 +5.3 268,464 264,904 —1.3 
Seattle, Wash. ........ 1,239,220 1,214,178 1,058,932 —14.6 12.8 215,628 166,404 —22.8 
South Bend, Ind....... 882,934 1,123,442 — 892,810 1.1 —80:5 159,687 121,719 —238 
Spokane, Wash, ...... 893,057 913,934 932,022 +4.4 +1.9 136,990 136,934 —0.1 
St. Louis, Mo....... 1,909,780 2,220,695 2 O684,9 10 +81 et 0 350,890 338,005 —3.7 
St. Pew, Minn....:.... 1,439,245 1,443,760 1,436,450 nol), 2 —0.5 238,147 212,746 —10.7 
Syracies, NM. ¥......... 1,208,088 1,281,758 1,147,065 —5.1 —10.5 228,235 204,589 —104 
*Tacoma, Wash, ...... 691,726 783,354 702,520 +1.6 —-10.38 117,054 110,838 —5.3 
,; a rere 805,912 719,782 766,822 —4.9 + 6.5 105,210 101,682 —3.4 
i ee eee 1,559,742 1,634,012 1,553,717 ~0.4 —4,9 248,408 249,436 +04 
Toronto, Ont., Can..... 23,657,294 2,538,031 2,170,048 —18.3 —14.5 359,634 309,685 —13.! 
3 = ere 423,892 475,972 $21,344 iG —21.5 87,934 83,706 —48 
TUIGR, CORIO. ocec cases 1,077,664 ~ 1,086,554 1,144,704 +6.2 5.4 154,042 154,182 +0.1 
Washington, D. C...... 4,069,095 4,328,288 3,935,675 x a, 1 601,298 562,514 —6.i 
Worcester, Mass. ..... 1,283,676 1,279,836 1,409,191 + 9.8 10.1 213,901 189,701 —113 
Youngstown, O. ...... 1,109,675 1,016,342 939,416 15.4 7:8 167,237 147,189 —12.0 
Pere 108,849,384 117,875,759 111,914,256 -0.1 —5.0 18,807,309 17,357,412 —i7 


Mr. Smith left on a business trip | 
last week and was returning home | 


| 


| 


| ° ® 

| M. L. Annenberg Publications as | 
Midwestern advertising representa- 
tive. 


Charles | 
H. Morse, 70, former business mana- 


ltary of 


tNew York American discontinued June 24, 


1937. 


tBrooklyn Times-Union discontinued June 8, 1937. 


SJournal and Sunday American discontinued June 8. 
June 23, 


*Daily Ledger discontinued 


Sloane in New Post 


David M. Sloane has been 
Association of Retail Grocers, with 
headquarters at 360 N. Michigan ave- 
nue, Chicago. He was formerly edi- 
tor of “Food Mart News,” advertising 
manager of Clover Farm Stores, 
Cleveland, and National Brands 
Stores, Chicago. 


Goldsmith to Annenberg 
Peter C. Goldsmith, formerly with 
Barron G. Collier, Chicago, has joined 


Named Sales Manager 
William S. Fowler, formerly secre- 
Hampden Glazed Paper & 


'Card Company, Holyoke, Mass., has 


|been appointed sales manager. 


Pre- 


| . es 
| viously, he was advertising manager. 


| WDRC, Hartford, Conn., and WORC 


WDRC to Radic Sales 


International Radio Sales has been 
appointed to represent Stations 


Worcester, Mass. 


ap- | 
pointed publicity director of National | 


1937. 


Presbrey Moves 

The Chicago office of Frank Pres- 
Merchandise Mart to the Builders 
bldg. The new telephone number is 
Central 5255. 


TORONTO 


MONTREAL 
WINNIPEG 
LONDON, Eng. 


brey Company has moved from the | 


—— 


_ Young Introduces Course 


| A home study course in advertis: 
ing layout will be introduced by 


/Frank H. Young, director of - 
| American Academy of Art, Chicago, 
| March 1. 


GIBBONS KNOWS CANADA 


i J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


to 


to 


zin 


Only one magazine of large nationd! 
* circulation has a greater percentage 


500,000 


readers in the income bracket of from 
$2,000 to $10,000. 


hundred and thirty million 40! 
club property prove their willing 


through the pages of The 


Magazine--50 East 42nd St. 
307 No. Michigan Ave.. Chicago: 


The Elks not only have the an 
spend but as owners of over ° 
dollars ° 


ness 
them intimately 

Talk to e Elks Maga" 
Elks 


e they own and all read TY City 


spend it. 
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McNINCH TELLS 
BROADCASTERS OF 
REGULATION AIMS 


Washington, D. C., Feb. 16.—Urging 
radio management to prohibit volun- 
tarily the broadcasting of all liquor 
promotion as well as “extravagant, 
deceptive or misleading patent medi- 
cine’ advertising, Frank R. McNinch, 
chairman of the Federal Communi- 
cations Commission, speaking here 
pefore the 16th annual convention of 
the National Association of Broad- 
casters, gave blunt warning of more 
stringent governmental regulation, 
should the industry “think of profit 
rather than the public’s welfare.” 

Speaking frankly of many hereto- 
fore moot subjects, Chairman Mc- 
Ninch predicted that unless station 
managers carefully edited all com- 
1) mercial copy before it was aired, the 
public would demand that its gov- 


Mr ernment take restrictive action. He 
- disclaimed any intention of establish- 
Hi ing federal censorship, but indicated 
12 that the individual station records 
—9.7 would be scrutinized carefully when 
+H applications for license renewals 
= were presented. 
5.9 “Keep in mind that your sponsors 
+8.9 are making their sales talks in the 
—is home,” the commissioner said, “and 
=" that you have @ responsibility in de- 
+ termining what products you will 
—8.0 permit to be advertised as well as 
+9.2 the language in which you will per- 
+ 23.0 mit them to be advertised. There 
= are products which it is lawful and 
iis | legitimate to sell, but around which 
22. the average American home may not 
49.6 welcome an invasion in an effort to 
ee sell.” 
an Hits Liquor Promotion 
ae Selecting liquor promotion as par- 
~25.6 ticularly offensive, but indicating 
~ that there were many other such 
121, campaigns, he expressed the belief 
—i8. that a vast majority of the public 
—5.4 is opposed to hearing such announce- 
“ ments from the loudspeakers. 
—138 “A majority of our citizens regis- 
= tered their will that it should be 
+21 lawful to sell such beverages,” he 
+1.3 said, “but the minority on this sub- 
ry ject, as upon all other controversial 
rj | wwestions, has, I believe, a right to 
33 | have its homes protected against 
antl that which is offensive.” 
eo Touching briefly upon _ patent 
<i medicine promotion, the commis- 
a sioner labeled a majority of it as 
—_3.1 —& being both deceptive and misleading 
—10.1 and suggested that all station man- 
—= agers judge it in the light of “is this 
—3; @ (or the public interest.” 
404 Actual program content also re- 
13. @ ceived Chairman MeNinch’s fire as he 
—_ harged, “Some of the program fea- 
Ber tures fall below the standards which 
13 | believe the public expects and has 
—12.0 aright to expect.” 
—— In this respect he reiterated that 
_ = @ the intention of his commission is 
Lot to direet or censor programs, but 
that it desired the industry to “vol- 
purse 
dvertis: 
iced bY 
of the 
*nicago, 


® Ten chug for one! 
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an 


2 main lines of ten crack 
‘roads move World-Heralds 


»+ 


—_ “to 289 important retail centers 
——. x counties in Nebraska 
oil ma southwestern Iowa... the 
oy ‘tne trains that move national 
from “Wertisers goods into 289 im- 
‘Srtant market centers by re- 
m@ “‘o! their A schedules in the 
— “ newspaper that sells those 
By “€s centers. 
gness 
nately _ 2 2 
Mage 
j- erald 
, Ill 


National Representatives 


OMARA & ORMSBEE, INC. 


CHEVROLET MOVES TO RELIEVE MARKET 


soy, 082A Frou 


Ge 


! FCHEVROLET 
DEALER now/ 


Cys 


As the industry prepared a joint effort, Chevrolet last week unfolded this poster 
on 17,500 boards throughout the country to support dealers’ used car selling 
efforts. Campbell-Ewald Company is the agency. (Story on Page |.) 


untarily improve broadcast stand- 
ards.” Behind each suggestion, 
however, was the implied threat of 
the withholding of licenses from sta- 
tions that did not measure up to the 
“high standards of public service.” 

Viewing the broad social aspects 
of radio, the commissioner asserted 
that the broadcasters had merely 
been “loaned” the wave bands upon 
which they operated, and that no 
property rights existed. While pro- 
fessing no information as to the ex- 
istence of a monopoly in radio, he 
warned that the commission would 


take steps to eliminate any monopo-! present 


listic conditions “when and if it be- 
comes apparent.” 

“The railroads and the power in- 
dustry and other industries paid the 
price of public condemnation for 
their own folly in permitting these 
industries to come under the dom- 
ination of a few powerful, greedy 
men,” he said. “Do not flatter your- 
selves that this could not happen to 
the radio industry.” 

Promising speedy governmental in- 
vestigation of chain broadcasting 
systems, chain contracts with affili- 
ates, management contracts, and 
accounting systems, Chair- 


man McNinch left no doubts as to 
the future course of action to be 
taken by the Federal Communica- 
tions Commission. 

“I do not believe that to any in- 
dustry requiring regulation may 
safely be entrusted the job of regu- 
lating itself,’”’ he said. 


Promote Special Weeks 


Nation-wide promotion for four 
canned foods is scheduled for the re- 
mainder of February and for March: 
National Cherry Week continuing 
through Feb, 22; Canned Peach Week 
through Feb. 24; National Brand 
Week starting Feb. 24 and Canned 
Salmon Week, beginning March 4.” 


New Drene Product 


Procter & Gamble Company, Cin- 
cinnati, has launched a_ six-week 
newspaper drive to introduce a spe- 
cial Drene shampoo for dry hair. At 
the close of this period copy for the 
new product will be combined with 
that for the regular Drene. H. W. 
Kastor & Sons Advertising Company, 
Chicago, is the agency in charge. 


Morrison Appointed 


George Morrison, associated with 
International Silver Company, Meri- 
den, Conn., 12 years, has been ap- 
pointed general advertising manager. 


He succeeds Kenneth N. Whatmore, 
resigned. 


Clearing, House © 
to Help ,Agents 
Use Newspapers 


Chicago, Feb. 16.—Simplification of 
the mechanics of using all of the daily 
newspapers in a given state is under 
way and agencies will shortly be able 
to issue one order and one plate, re- 
ceiving one bill and issuing one 
check in payment. 

This news was given to the Inland 
Daily Press Association yesterday by 
E. P. Adler, publisher of the Daven 
port Times and president of the Lee 
Syndicate. Iowa and Illinois pub 
lishers met Monday night in advance 
of the convention to discuss details 
of the plan, and other states are ex- 
pected to follow their example. 

Existing machinery will be util- 
ized to relieve advertising agencies 
of most of the detail now incident 
to use of a large number of small 
dailies in one state. The state press 
associations may assume clearing 
house duties for copy and billing. 

While this plan contemplates no 
change in existing national represen- 
tation of the newspapers involved, it 
is possible that organizations will be 


created to sell the entire group. 


STREET & SMITH 


ANNOUNCE 
THE APPOINTMENT OF 


ARCHER A. 


KING, INC. 


410 NORTH MICHIGAN AVENUE 
CHICAGO, ILL. 


“Pic”’ 


as Western Advertising Director of all Street & Smith Publications: 


Street & Smith Combination 
The “Big Seven’’ Group 


Frank Atkinson, now associated with Archer A. King, Inc., will continue as 


Western Manager of the Street & Smith Combination, The Big Seven Group 
and Picture Play. 


At the same time Street & Smith an- 
nounce the appointment of Henry B. Todd 
as Eastern Advertising Manager of “Pic” 


STREET & SMITH PUBLICATIONS, INC. 


79 Seventh Avenue, New York 


Madamoiselle 
Picture Play 
Air Trails 
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ADVERTISING AGE 


February 21, 1938 


RADIO INDUSTRY 
IS UNANIMOUS ON 
REORGANIZATION 


(Continued from Page 1) 
“specialists” and a budget of $25,000 
annually to assist him in forming an 
aggressive organization intended to 
fight radio’s battles on the entire na- 
tional front. 

The selection of the president and 
assisting officers will be in the hands 
of the newly elected board of 23 
directors. A great number of names 
have been considered for the office, 
from cabinet members and senators 
to executives of other trade associa- 
tions, but indications are that no 
definite selection will be made _ for 


several months. 
The actual job of picking a paid 
president 


for the rejuvenated asso- 


STOCK PHOTOS 


Thousands of ready - to - use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone. . 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue ® Chicago 
Telephone Harrison 3135 


| 
| ciation was too much for the board, 


| which finally appointed a committee 


of six to select the official and report 
back at a meeting scheduled for 
March 21 in Washington. The com- 
|mittee consists of Edwin W. Craig, 


WSM, Nashville; Walter J. Damm, | 


'WTMJ, Milwaukee; 
|WCBM, Baltimore; Mark Ethridge, 
| WHAS, Louisville; Herb Hollister, 
| KANS, Wichita, and Frank M. Rus- 
| sell, NBC, Washington, D. C. 

Philip G. Loucks was continued as 
;} counsel until March 21. The board 
j}commended the work of the Sales 
| Managers’ Committee and voted to 
;continue this committee with Lew 
|S. Avery, WKBW, Buffalo, as chair- 
man. 

To finance the ambitious reorgan- 
j}ization undertaking, a new schedule 
| of dues was voted. Stations with in- 


John Elmer, 


;comes up to $15,000 will pay $5 per 


month, All those grossing over that 
scale up to members making 
000,000, who will pay monthly dues 
of $500. 


Gets Enthusiastic Reception 


While considerable support was 
pledged to the plan before the open- 
ing gavel, few were prepared for the 
enthusiastic reception and the result- 
ant collapse of any incipient opposi- 
tion. Of the 200 registered dele- 
gates, 173 recorded affirmative votes 
and none voted against the pro- 
| posals. 

Several factors were responsible 
for the overwhelming support. The 
recent success of the American Fed- 


eration of Musicians in pushing 
through sizeable pay increases and 
enlarged musical staffs brought 


home to station owners the need for 
a solid front in meeting all mutual 
problems. Many delegates expressed 
criticism of the Independent Radio 
Network Affiliates Committee, the 
negotiating body that met with the 
musician’s union, but generally it 
was conceded that under the old 
NAB set-up little efficient bargain- 
ing could have been conducted. 
Paramount also was the fear 
governmental regulation. This ap- 
prehension was heightened by the 
blunt warnings delivered to the con- 
vention by Senator Burton K. 
Wheeler, chairman of the Senate In- 


of 


NNOUNCING 


A RATE MORATORIUM 


In view of businesssand political conditions, and with 


an eye particularly to the problems of New York’s 


retailers, CUE hereby announces that its present rate 


of $240 a page will remain in effect for all advertisers 


through the issue of September 3, 1938. A new rate 


schedule for the remainder of the year will be issued 


not later than June 15. 


In 1937 CUE’s advertising revenue increased 142% 


over the previous year. ( 


Paid circulation increased 


110°c.) We have every confidence that this rising 


trend in advertising and 


circulation will continue. 


CUE’s circulation is rapidly approaching the 40,000 


mark and will soon pass it. Today, for example, CUE 


sells many more copies on the newsstands at 10¢ than 


it ever did at 5¢. 


40,000 circulation at $240 a page is $6 per-page-per- 


thousand—a notably low rate for a circulation concen- 


trated in the New York Metropolitan Area and among 


free-spending people of means and discrimination. 


OM. reg" 


O. D. Keep, Publisher 


figure will be assessed by a sliding 


i 
aad 


23 Directors Are | 


| Elected by NAB | 


l vi 


Washington, Feb. 16.—In an effort 
to afford adequate representation to | 
all classes of radio stations and all | 


|parts of the country, the National 
'Association of Broadcasters  con- 
|\cluded its 16th annual convention 


here with the election of 23 directors 
as provided under the newly adopted 
constitution. 

The majority of the new board 
|will be composed of the 17 district 
directors, chosen from the different 
geographical sections cf the country. 
The remainder of the board will be 
composed of six directors-at-large; 
|two from clear channel stations, two 
|from regional stations, and two from 
local stations. The new machinery 
for selecting directors is aimed at 
giving small stations equal voice in 
NAB proceedings with larger sta- 
tions. 

The six directors-at-large are: Har- 
old Hough, WBAP, Fort Worth, 
Texas; Lambdin Kay, WSB-WAGA, 
Atlanta; Frank Russell, NBC, Wash- 
ington; Elliott Roosevelt, Hearst Ra- 
dio, New York; John Elmer, WCBM, 


Baltimore; and Edward Allen, 
WLVA, Lynchburg, Va. 
The district directors for the 17 


geographical sections of the country 
are: John Shepard 3rd, Yankee Net- 
work, Boston; Harry C. Wilder, 
WSYR, Syracuse; Clair McCollough, 
WDEL, Wilmington; John A. Ken- 
nedy, WCHS, Charleston, W. Va.; W. 
Walter Tison, WFLA, Tampa; Edwin 
W. Craig, WSM, Nashville; Mark 
Ethridge, WIIAS, Louisville; John E. 
Fetzer, WKZO, Kalamazoo; Walter J. 
Damm, WTMJ, Milwaukee; John J. 
Gillin, Jr.,. WOW, Omaha; Earl H. 
Gammons, WCCO, Minneapolis; Herb 
Hollister, KANS, Wichita; O. L. Tay- 
lor, KGNC, Amarillo; Gene O'Fallon, 
KFEL, Denver; Ralph R. Brunton, 
KJBS, San Francisco; Donald W. 
Thornburgh, KNX, Los Angeles; and 
C. W. Myers, KOIN-KALE, Portland. 


terstate Commerce Committee, and 
Frank R. MeNinch, chairman of the 
Federal Communications Commission. 
The allocation of certain wave-lengths 
to “educational stations,” as indicated 
in ADVERTISING Ace of Feb. 14, had 
much to do with it, as did several 
pieces of regulatory legislation now 
pending in Congress. The general 
feeling was that a militant trade as- 
sociation might be so able to police 
ithe industry adequately. 


| Completely lost in the rush was 
the single counter proposal, that 


| offered by James W. Baldwin, retir- 
jing managing director of the associa- 
‘tion, Recommending the reorganiza- 
tion of the broadcasting industry into 
homogeneous groups, with the NAB 
‘acting as merely a federation of such 
| organizations, the Baldwin report 
jroundly criticized the reorganization 
| plan that was adopted. Resentment 
against Mr. Baldwin was provoked 
‘largely by the unprecedented action 
jot releasing his annual report a 
‘fortnight in advance. By tacit agree- 
ment no reference was made to Mr. 
Baldwin. 

Advertising and sales problems re- 


ceived little or no attention from the 
delegates. The sales managers’ com- | 
mittee, functioning since last year, | 
was not afforded an opportunity to 
report to the convention, such was | 
its preoccupation with the problems | 
of reorganization. The committee re- | 
fused to make any statement until its | 
status was defined by the new board | 
of directors. The general impres- | 
sion gained around the convention | 
was that radio sales had _ been)! 
touched but little by the “recession” | 
;and that the delegates were mostly | 


;concerned with keeping them = un-| 
touched by any restrictive legisla- | 
tion. The situation was summed up | 


by John Karol, director of research, | 
Columbia Broadcasting System, when 
he said, “We've sold all our time. 
Our main problem now is to keep | 
|them (sponsors) happy.” 


Katz Changes Name 
E. Katz Special Advertising 
Agency has changed its corporate 
name to The Katz Agency, more 
clearly to indicate its business of 
representing newspapers and radio 
stations. 


Sloan’s Million to Take 
Guessing Out of Buying 


consumer's clinic at Stephens wil 
} is s , : s 
— 2 . é sug vestigz s 
individual and as an important unit | Probably ONES TREES @ 
in society.” ;other problems on which the average 
natin, teh , , "sO ‘eliable informa. 
The institute’s plans call for imme- | hg n may need relia forma 
diate tackling of two phases of the} The ea a ae 
entire broad consumer problem. leenstess, af ts tiation of — 
First, it will attempt to enlighten the Ss santa Pr csr Reel tre 
new generation of feminine shoppers, | - 5 : . nen 
as represented by the 1,100 junior influenced the selection of a wom. 
é ‘ : . en’s college as the institute sj 
college girls from all parts of the Stephens le chosen because ot! “ 
country at Stephens. And second, it |" “2 ; ae 
; wa central location and because it jg 
will devise a procedure for bringing said to be the only college whoa a 
similar informati i attractive |.. ; é ‘ 
similar atermaten m at tire program is constructed about the 
problems of the consumer’ For the 


form to the average citizen, by means 
f consumers’ clinics, radio and mo- 
“ —_ ae FF past two decades the college has jeep 
re-fashioning its curriculum in terms 


tion picture programs, newspaper 
‘ agazi artic d new high| . 

and magazine articles and 8 of the problems that modern women 
face in their everyday lives. 


(Continued from Page 1) 


school and college courses and text- 
books. 

Emphasis will be placed not on 
analysis of specific commodities or 
brands, “after the fashion of Con- 
sumers Union,” it was explained, but 
on broadcasting general economic 
facts that should influence the pur- 
chaser in his choice. As an example, 
the instance of a woman buying a 


Douglas Fir Plans 
$1,000,000 Drive 


Douglas Fir Plywood Association 
has started a promotion and adver. 
tising program which will involve 
expenditure of $1,000,000 over 4 
three-year period and will be timed 
to tie in with newly enacted Federa! 


dining room table was cited. She Housing Administration legislation 
would be taught to ask such ques-| and other developments in the ply. 
tions as: wood industry. 

“Shall I buy from a department McCann-Erickson, Inc., Seattle, is 


the agency in charge. 


Jones to WCKY 
Mendel Jones, formerly program 
director of WHK-WCLE, Cleveland, 
has joined WCKY, Cincinnati, as 
production and promotion manager, 


store, furniture store or mail order 
house? Shall I pay cash; charge it 
until the end of the month; or sign 
an installment purchase contract and 
take immediate possession? What 
kind of wood or other material will 
be most durable? What will be most 
appropriate with my other furnish- 
ings? Who will benefit from my pur- 
chase of this table? Did the adver- 
tisement describe the article intelli- 
gently?” 

“Economists have long recognized 
that the lack of facts readily avail- 
able to the consumer is one of the 
greatest causes of waste in our eco- 
nomic system,” Mr. Sloan observed. |neapolis Star, has joined Tom Fiz 
“Yet the whole trend of our national } dale, Inc., Chicago. 
thinking and even of the courses in a pre = 
our universities is to consider all 
economic problems from the view- 
point of the producer. 

“It is the hope of those in charge 
of the institute that emphasizing the 
consumer’s stake in economic life 
may bring a correctional influence | 
on some of the maladjustments of 
the present economic order.” 


Izzard Names Pearson 

Harry S. Pearson has been ap- 
pointed production manager of the 
Izzard Company, Seattle. 


Williamson to Fizdale 

Al R. Williamson, formerly with 
National Broadcasting Company and 
assistant to the publisher of the Win- 


Fact-Finding Objective 


In its special building on the 


Stephens campus, the institute will 


MAKE OTHERS LOOK, 
maintain a model library of the most 


| 
important books, magazines and * 


pamphlets on consumer topics. Com- 
pilation of what is expected to be 
the most exhaustive bibliography on 
the subject in the world has already 
gotten under way. Specific  fact- 
finding projects will be part of the 
institute’s work, in an effort to in- 
crease “relevant knowledge” in the 
field of consumer problems. Among 
the projects that have already begun, 


APID has done the same 
thing for ‘stats that the 

de Forest tube did for 
"wireless." There's no com- 
parison between Rapid and 
the rest. The new Rapid 


is one on the position of the con- 
i ic soci stat t rt effects 
sumer in modern economic society stats get new a etre 


and another on the consumer and the 


milk supply, which will be conducted * 
ae . i le ay- 
in co-operation with Harvard Uni- engraving cost, speed lay 


versity. The experience with the out and art, cut photo cost, | 
; = simplify retouching — and 

“‘Le Canada” Appoints slash hours of production 
Henry DeClerque, Ine., Chicago, time. Why not make sure 
has been appointed United States ad- ' a oe 

vertising representative of Le Can- youre missing none 
ada, Montreal French newspaper. these very real advantages? 
Call in a Rapid Contact 

Man! 


for ads and displays, cut 


For “Baker’s Helper” 


Loyd B. Chappell, Los Angeles, 
has been appointed Pacific Coast 
representative for Baker's Helper. 


Photostats— Giant Prints 


RAPID 


“ ” 
Focus” to Bow 
Focus, monthly picture magazine, 
will be issued by Popular Publica- 
tions. New York, beginning with the 
April issue. 


Krueger Names Y&R 


Young & Rubicam, New York, OP co. 
has been named to handle the! Cc Y SERVICE Lexing- | 
advertising of Krueger Beverage || 7 BRANCHES: NEW YORK, 4!5 . 
Company, Newark. || ton, 444 Madison, WAnderbilt oe 

et ae CLEVELAND, Ninth — Chester Bit” 
MAIn 9335 @ CHICAGO, 110 So. O* 


“ oe 
Printips” Issued | or 
Brogle & Co., New York, has pub- 

lished “Printips.” house organ. 


born, 228 No. La Salle, 360 No- ee. 
Ave., 173 W. Madison St., STAt® 
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February 21, 1938 


BALDWIN RADIO 
MONOPOLY CLAIM 
HIT BY CRAVEN 


FCC «Commissioner Supports 
International Treaty 


(Pictures on Page 39) 
By MERRILL SICKLES 
Washington, Feb. 
the conspiracy of silence that had 
planketed the entire convention after | 
the annual report of James 

Baldwin, out-going managing director 
of the National Association of 

Broadcasters, FCC Commissioner 
4. M. Craven, today took violent ex- | 
ception to the “Baldwin report” as it 

related to the North American 

Broadcast Treaty, negotiated last De- 
cember in Havana, Cuba. 

While the majority of delegates 
had expresed more or less open re- 
' sentment over many phases of the 
annual report, presented in ApvEKTIs- 
Acre Feb. 14, Commissioner Cra- 
rebuttal was the first to be 
' made from the convention platform. 
' Charging Mr. Baldwin with lack of 
' understanding of the provisions of 
S the treaty, the commissioner declared 
‘that it provided for the only satis- 
factory solution to the problem of 
- foreign interference with domestic 
transmission and reception. 

The treaty, aimed at reallocating 
‘the broadcast wave lengths among 
‘the North American countries to 
> eliminate crowding of the important 
‘4 bands, had been charged by Mr. 
Baldwin as fostering a monopoly and 
centering the control of the impor- 
tant cleared channels in the hands 
of the National Broadcasting Com- 
> pany and the Columbia Broadcast- 

ing System. 


Has Flexible 


“The 
Craven, 
ture 


ING 
ven's 


‘ 
3 
| 
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24 


3 


Bat ay 


Provisions 


treaty,” said Commissioner 
“is one which leaves to fu- 
national action the determina- 

tion of any necessary domestic read- 
justments. It affords the opportu- 

nity for the United States Govern- 
» ent to solve its domestic problems | 
_ by judicial proceedings which accord | 


PEN AND INK § 
COLOR 
RANDELL STUDIOS 


16.—Shattering 


W. | 


T. | 


The 
“Help 
“Representatives 
cash with order. 
All other classifications 


rates for this department are 
Wanted,” “Positions 
Available,” 30 


(single 
$4.75 per inch. Write for 
insertions. 


Wanted,” 
cents 


insertion rates): 
descriptive 


VE 


as follows: 
“Representatives 
line, minimum 


Wanted,” and 
charge $1. Terms 
in., $2.75; 1 
discounts 


a 
y: 
folder describing 


to 3 in., 
for term 


POSITIONS WANTED 

| sales promotion ideas that sell. ... 
Advertising ideas that bring results, 
Six years concentrated on results pro- 
; ducing ideas and copy for nat’l mfrs. 
|from rough layouts to mailing—in- 
| cluding thorough Knowledge and eco- 
nomical purchasing of mechanical re- 


|; quirements, Also exp’d in agency, 
publication and publicity. Univ. grad. 
26 yrs. Seeking new position with 


Opportunity 
sal- 


| aggressive org: anization. ) 
more important than immediate 
ADVERTISING AGE, 


ary. 
Box 1360, Chgo. 


PUBLICITY DIRECTOR—Having had 
remarkable year in favorably pub- 
licizing underdog product, would like 
crack at bigger game; 15 years’ news- 
paper experience, age 41 and good 
judge of constructive ideas and copy. 
Box 1359, ADVERTISING AGE, N. Y. 


Agency and 
Knowledge 
production, 

N. ¥. 


Personable young lady. 
Country paper experience. 
agency routine, steno, 
promotion, contact, ete. 
Box 1358, ADV ERTISING AGE, 


Copywriter, 26 years old. N. U. grad, 
Three years in adv. and editorial po- 
sitions, Agency experience. 

Box 1361, ADVE RTISING AGE, Chgo, 


50% Sales Inerease assured by Cren- 
tive Young Executive. Write R. 
186 Beaver St... Ansonia, Conn. 


REPRESENTATIV ES “AV AIL ABL E 

GooD ADVER TISING SAL ESMAN 

wants to represent large magazine or 

newspaper in New York. 

Write box 1364, ADVERTISING AGE, 
New York. 


If your publication needs complete, 
intelligent coverage in the east write 
Box 1356, ADVERTISING AGE, N. Y. 


fair treatment to all applicants or 
existing stations compatible with the 
principles laid down in the Communi- 
cations Act of 1934.” 

The commissioner went on _ to 
point out that to place wave’ length 
reservations in the treaty, assuring 
small independent stations of select 
bands, as demanded by Mr. Bald- 
| win, might easily bind the United 
| States in “an unnecessary manner 
_|in the future and would give rights 
to other nations which the delega- 
at Havana was particularly 
j}anxious to avoid.” He also pointed 
out that anti-monopoly legislation 
ishould not intrude upon a foreign 
treaty. 

“Tn 
most 


‘| . 
‘| tion 


said, “it is 
the sacrifice 


he 
cause 


opinion,” 
to 


my 
unwise 


WRIGLEY BLDG. CHICAGO PHONE SUPERIOR O965 | of the fine opportunity now presented 


Copyright—1937—MeLaurin-Jones Co. 


for a sound settlement of the most 
difficult international problem by in- 
jecting purely domestic conflicts 
which properly should be resolved 
by complete hearing and considera- 
tion under the accepted administra- 
tive procedure.” 


No Monopoly Promises 


In answering the charge that the 
treaty paved the way for national 
chain domination of the important 
wave lengths, Commissioner Craven 
said, “It is only fair to state that 
nothing in the treaty prevents all 
the 32 disputed clear channels re- 
served for prior use in the United 
States from having power  limita- 
tions placed upon them by our gov- 
ernment. There is nothing in the 
treaty which prevents a complete 
reallocation of the 32. channels 
among the various licensees, if, after 
proper hearing, the Federal Com- 
munications Commission so desires. 
Furthermore, there is nothing in the 
treaty which prevents the commis- 
sion from making all of the 82 chan- 
nels Class 1-B clear channels, or all 
of them regional channels, or all of 
them local channels.” 

Urging the convention to disregard 
the Baldwin report, the commis- 
sioner concluded, “I suggest to the 
industry that the North American 
Treaty is one to which the industry 
can subscribe wholeheartedly, be- 
cause the price paid is so much 
smaller than hitherto was thought 
possible for such an _ international 
negotiation. It is my contention 


BUSINESS OPPORTUNITIES 


Aggressive, ~ ambitious advertising 
with record 


manager, executive-type, 
producer, sought 


as proven business 

by high-class, growing trade journal, 
exclusive in fast expanding primary 
field with record production in 1937. 
Right party will be given profit-par- 
ticipating opportunity to acquire sub- 


stantial interest with small invest- 
ment. 
Box 1362, ADVERTISING AGE, Chgo. 


TO RENT 
A WONDBDREUL OFFICE FOR SOME 
ADVERTISING MAN 
Have large carpeted office in suite of 
established advertising agency to 
rent to an advertising man. Can fur- 
nish stenographic service, excellent 
artist and phone. Rent reasonable. 
Call at Suite 1900, Chicago Daily 
oT Building or phone Randolph 
5015. 


___ MISCEL LANEOU s 


Public Relations Counsellors! 
Publicity is valuable if the right 
people read it. "eke reprints of news- 
paper, magazine articles, etc., and be 
sure they do! Newest process repro- 
duces illustrated advertising material, 
direct-mail pieces, reprints, etc. with- 
out typesetting and engraving costs. 

300 COPIES (8%x11") $2.50 

Additional hundreds only 25c 

Even lower prices for larger 

quantities 
Any size furnished. Free informative 
booklet on request 
Laurel Process, 480 Canal St.. VN. Y¥. C. 
PHOTO POST CARDS 
SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 
ord & Market Sts., Hamilton, Ohio 


‘that we surrendered nothing vital in 


this treaty, and that we secured an 
opportunity to benefit not only the 
broadcasters of this country but also 
the entire public of this nation.” 


Kleinert Budget Up 


A 15 per cent increase in the 1938 
advertising budget of I. B. Kleinert 
Rubber Company, New York, will be 
used for magazine space, and news- 
papers will be used in co-operation 


with retail outlets. Federal Adver- 
tising Agency, New York, is in 
charge. 


Sponsors Selling Course 


The Advertising Club of Kansas 
City, Mo., will sponsor an intensive 
short course in selling, Feb. 28- 


March 4 at the Hotel Biltmore. John 
Wesley Coates, Business Engineering 
Bureau, Chicago, will instruct the 
course. 


One to Metropolitan 


The United States branch of Pearl 
Assurance Company, Ltd., of Eng- 
land, has appointed Metropolitan Ad- 
vertising Company, New York, to 
direct its advertising. Insurance 
publications will be used. Harry D. 
Adair is account executive. 


New Fair Trade Study 


Henri, Hurst & McDonald, Chicago, 
has issued an analysis of the Robin- 
son-Patman, Tydings-Miller and Fair 
Trade acts. J. J. Martin, research 
director, was in charge of the report. 


.-New WWJ Card 
Station WWJ, Detroit, has issued 
a rate card establishing a new struc- 

ture for frequency discounts. 


Agency for Pure Oil 
The Pure Oil Company, Chicago, 
has appointed Thornley & Jones, 

Chicago, as advertising counsel. 


“Farm Journal’ Appoints 


P. E. Ward has been named vice- 
president of Farm Journal in charge 
of circulation and L. D. Fernald vice- 
president in charge of advertising. 


Roofing to McKim 


A. McKim, Ltd., Vancouver, B. C., 
has been named to handle the adver- 
tising of Sindey Roofing & Paper 
Company, Vancouver. 


Personnel Men Eye Advertising 
To Win Better Employe Relations 


(Continued from Page 1) 


most effective media for 
employer “salesmanship,” Mr. Ellerd | 
said. He added, however, that the | 


future would probably uncover new 


one of the 


and as yet undefined methods of us- | 


ing less-exploited forms of advertis- 
ing to promote employe-relations 
| programs. 

| Success of past experimental ef- 
forts provided the basis for com- 
ments of other industry spokesmen 
in predicting a broader use of ad- 
vertising on this front. 

A spokesman for United States 
Steel Corporation, in discussing this 
company’s program, pointed out that 
advertising directed at employes 


merchandising or other 
copy of the company. The current 
issue of “U. S. Steel News,” car- 
ries an article on “Who Pays the 
Taxes,” a follow-up of an article in 
the previous issue on “Who Pays 
the Wages?” Articles of this order, 
this official said, have aroused much 
favorable comment from employes. 
U. S. Steel, he added, has also scored 
in some phases of its institutional 
copy, directed at the general pub- 
lic, which emphasize labor’s true 
value and its force in corporate en- 
terprise. 


Other Methods Outlined 
Another 


institutional | 


organization to success: 
fully utilize this theme is Illinois 
Central railroad. An entire series 


of this company’s institutional drive 
was devoted to publicizing the im- 
portance of each branch of its per- 
sonnel. Carrying the message even 
more practically to its workers, IIli- 
nois Central, in addition to the pos- 
ters and other copy in outside me- 
dia, displays posters for the entire 
drive in all working quarters. 
Westinghouse Electric & 
Company uses direct mail to 


Mfg. 
an- 


nounce developments of special im- 
This has usu- 
a letter 


portance to employes. 


ally been in the form of 


UTAH is a 
good market, BUT. 


WMBD—with increased power (5,000 watts 
cost coverage of this market. 92 national 


need not follow the accepted form of | 


In this compact Central Illinois area—one-twelfth the area, are 27% more people. 
have $491.00 per capita spendable income annually. They buy more autos, more clothes, 
more soap, more of the things you have to sell. 


over an executive signature, 
}all employes preceding 
ferences on the question 


Todd Appointed 


H. B. Todd has been appointed 
Eastern advertising manager of Pic, 
Street & Smith publication, with 
headquarters in New York. Pic will 
accept advertising starting with the 
May 3 issue. 


Sent to 
group con- 
involved. 


DeSoto Post t. to Frier 


Harry W. Frier, formerly with J. 
Stirling Getchell, Inc., Detroit, has 
been appointed assistant advertising 
manager of DeSoto division of Chrys- 
ler Corporation. 


| To Albert Kircher 


| C. R. Millinery Company, Chicago, 
has placed its account with the Al- 
bert Kircher Company, Chicago. 


THE CHICAGO 
DAILY NEWS 


Chiecago’s HOME Newspaper 


WITH THE MOST VALUABLE 
CIRCULATION IN THE CITY 


Daily News Plaza, 400 West Madison 
Street, Chicago; New York Office: 9 
Rockefeller Plaza; Detroit Office: 4-119 
Genera! Motors Building; San Francisco 
Office: Hobart Building. 


They 


day time—1,000 nite) gives complete, low- 
advertisers proved to their own satisfaction 


in 1937 that WMBD is the medium to cover Central Illinois. 
FREE, JOHNS & FIELD, INC., National Representatives 


wn Or TF 
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NASHVILLE 
TENNESSEAN-BANNER 
MEMPHIS 
COMMERCIAL 
ACPEAL 


KNOXVILLE 
JOURNAL 


news & OB8SEAvER 
a 
- 6 Ons Y 


WINSTON-SALEM 


It | mportant \ nnouncement 
to Ndvertisers and A dvertising \gencies 


VOURNAL SENTINGL 
RALEIGH 


owe® CHARLOTTE 


OBSERVER WiLmMINGTON 
STAR-NEWS 


GREENVILLE 


— x 


BIRMINGHAM 
NEWS-AGE-HERALO 


AOVERTISER 


ATLANTA 
CONSTITUTION 


, coLumeus 
MONTGOMERY [LEDGER-ENQUIRER 


NEWS~-PIEOMONT 


SAVANNAH 
NEWS-PRE 


WL 


QUICK FACTS 


Over 83% of the spendable income of the 
Southeast and over 75% of the retail sales are 
confined to the markets spotted on the map to- 
gether with their trading areas (A.B.C. radius). 
The leading’ daily newspapers listed here reach 
over 71% of the native white families in the 
above trading areas. Your message in this list 
of daily newspapers with a combined circulation 
of 1,314,626 reaches almost every family in the 
Southeast with money to spend, at a combined 
rate of only $3.09 per line. You can cover the 
worthwhile buying power in the Southeast 
with a: 


5,000 line schedule for only 
$15,450 
ora 
10,000 line schedule for only 
$30,900 


Duplication is negligible. 


Economists rank the Southeast today as one of 
the best business markets. Total buying power 
exceeds $6,000,000,000. Retail sales for the 


* area amounted to nearly $3,000,000,000 in 


1935. The recession has not been felt in this 
territory to anything like the extent of other 
sections of the country. Advertisers will find it 
most profitable to cultivate this market now. 


ARE YOU GETTING YOUR SHARE? 
Partial Retail Sales Sontheast—1935 


Food Stores ...... . . . - $573,354,000 
Dept. Stores & Specialty Shops . 554,738,000 
ee ee eee ee 120,863,000 
Automobiles . . .....-. + 440,076,000 


Filling Stations . ....+e-s 


204,691,000 


JACKSONVILLE 
LORIDA TIMES 
VNION 


TAMPA 
RIBUNE 


market areas covered 
by 19 daily newspapers 
listed here. gah 
zy “ if e te ae 
Maximum Coverage — 
Minimum Cost | 


9 MIAMI 
©] weraro 


For full information about the Southeastern territory, 


write any one of the following newspapers, or Southern 
Newspapers, 1109 Mortgage Guarantee Building, 
Atlanta, Georgia 


THE ASHEVILLE CITIZEN-TIMES THE BIRMINGHAM NEWS & 
AGE-HERALD 
THE CHARLOTTE OBSERVER 
THE MONTGOMERY 


THE WINSTON-SALEM JOURNAL- ADVERTISER 


TWIN CITY SENTINEL 
THE KNOXVILLE JOURNAL 
THE RALEIGH NEWS & 


OBSERVER THE NASHVILLE 


TENNESSEAN-BANNER 
THE WILMINGTON STAR-NEWS 
THE MEMPHIS COMMERCIAL 


THE GREENVILLE NEWS- APPEAL 


PIEDMONT 


THE TIMES-PICAYUNE- 


THE COLUMBIA STATE NEW ORLEANS STATES 


THE ATLANTA CONSTITUTION FLORIDA TIMES-UNION 


THE SAVANNAH NEWS-PRESS 
THE MIAMI HERALD 
THE COLUMBUS LEDGER. 


ENQUIRER THE TAMPA TRIBUNE 


HOW TO GET THE 


MOST EFFECTIVE COVERAGE 


OF THE 


SOUTHEAST 


at Lowest Cost 


HE Southeast can be reached effectively 

only with daily newspapers. No other 
media gets your message into the homes of 
so many families with money to spend at the 
low cost offered by Southeastern dailies. 


RADIO CAN’T DO THE JOB IN THE 
SOUTHEAST 


The most enthusiastic estimates on radio 
ownership and coverage in the Southeast 
show that it lags far behind the rest of the 
country. 


NATIONAL MAGAZINES CAN’T DO 
THE JOB IN THE SOUTHEAST 


Published figures show coverage of national 
magazines in the Southeast is too sparse and 
scattered to influence the great total of buy- 
ing power. 


The buying power of this tremendously rich 
and growing market is completely covered by 
daily newspapers. 


You can reach: 


1,314,626 Native White Families 


(The Real Buying Power of the Southeast) 


by these 19 Daily Newspapers at a 
Combined Rate of 


$3.09 PER LINE 
Maximum Coverage Minimum Cost 


Over 83% of spendable income and over 
75% of total retail sales are confined to the 
nineteen markets shown on the map and the 
trading areas (A. B. C. radius). In these mar- 
kets where the wealth and buying power of 
the Southeast is concentrated, over 71% of 
the native white families are reached by the 
Southeastern dailies listed here—the most 
effective coverage of the real buying power of 
the Southeast at the most economical cost. 
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DI | OT O GR ' Dy | r INLAND PRESS HOLDS ROUSING CONVENTION 
DOUBLE EMPHASIS FOR ORANGE SHOW 
Enjoying a quiet interlude at the Inland Daily Press convention are Howard A. Quirt (left), Marshfield News-Herald; JS Gray, 
Monroe News, and Linwood |. Noyes, Ironwood Globe. The last two are past presidents. (Stories on Pages 19, 22, 23 and 24.) 
] 


: Frank E. Westcott, Gary Post-Tribane, was an interested Frank L. Mott, University of lowa, explains a mail survey, while ¥ 
) This poster for the National Orange Show in San Bernardino, Cal., March 17-27 observer at the Inland Daily Press Meeting in Chicago Robert R. O'Brien, Council Bluffs Nonpareil, Inland president, 

- emphasizes curves—of both the fruit and the pretty “orange girl.” last week. expresses pleasure. 

. 


BROADCASTING LEADERS VOTE REORGANIZATION AT 16TH ANNUAL CONVENTION IN WASHINGTON 


» , Ba 
F sae 
t : 
il 
d 
y= John McCormick, manager, WKRC, Cin- Sales problems occupy J. Leslie Fox (above, left), 
— (left), talks over reorganization re- : : sales director, KMBC, Kansas es Lew —, sales 
sults at the NAB convention in Washington, director, WGR-WKBW, Buffalo, and Purnell Gould 
h .C., last week with Harold Fellows iti commercial manager, WFBR, Baltimore. Above, 
ager, WEEI, Boston: Merle S. Jones, Man- right, Clarence Wheeler, WHEC, Rochester, and 
y ‘ger, KMOX, St. Louis and Owen Uridge, 


Elliott Roosevelt, head of Hearst Radio, “surround” 
Peggy Stone, station relations, Hearst Radio, New 
York. 


sales manager, WJR, Detroit. 


At left, Far Westerners get together as former 
Senator Clarence C. Dill, of Washington, talks 
it over with O. P. Soule, KSEI-KTFI, Pocatello- 
Twin Falls. C. W. Myers (above, left), pres- 
ident, KOIN-KALE, Portland, Ore., and past NAB 
president, chats interestedly with retiring Presi- 
dent John Elmer, WCBM, Baltimore. 


At left, Judge Eugene O. Sykes, FCC Commissioner, chats 
with George E. Allen, Washington's district commissioner. 
John J. Storey (above, left), manager, WTAG, Worcester, 
Mass., gets off a bon mot in conversation with Walter J. 
Damm, WTMJ, Milwaukee, and Ed Craig, WSM, Nashville. 


Thi 
big eterful trio at the NAB convention includes Kenneth Mark Ethridge left), general manager, WHAS, Louisville, 
Oi, *Y (left), manager, WRC-WMAL, Washington, D. C.; presents a serious mien at the NAB convention in Wash- 
orton, NBC spot sales, Chicago, and H. A. Wood- ington as he chats with George W. Norton, WAVE com- 
man, NBC station relations, New York. mercial manager. (Stories on Pages |, 18, 35 and 37.) 


South and the Middle West get together in the Hotel Willard foyer. Maurice 
Coleman, general manager, WATL, Atlanta (left), grins as Ed Flanigan, com- 
mercial manager, WSPD, Toledo, makes a humorous sally to him and O. J, 
Kelchner, manager, WMMN, Fairmont, W. Va. 
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